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@ Eight of the thirty new Fortune Sport Shoes are ventilated $ FORTUNE $ 
for Summer comfort. Nine more are all-white. Thirteen are 4 ‘ : 5 
combination colors. This complete line is shown in the new S 1 OES 


Fortune catalog. It enables you to select, accurately and 

easily, the styles that will sell best in your store. Write for the RICHLAND SHOE COMPANY 
Nashville, Tennessee 

new Fortune Catalog today. A Division or GENERAL SHOE CORPORATION 
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The VOICE of the TRADE 


Vol. CV, No. 2 


“ EEP our shoe fair,” says 

the Boston Herald in an 
editorial: “New England has been 
lor a century a great national shoe 
manufacturing center, and the New 
England Shoe and Leather Associa- 
tion has been in operation for sixty 
vears. The Boston Shoe Fair has 
been an annual event for fourteen 
years, important not only to this 


pLEeASE 


one industry but to all our indus- 
tries, including recreation. 

“But the fifteenth annual Boston 
Shoe Fair, scheduled for the com- 
ing July will not take place at all 
unless an exemption shall be made 
in its favor in the NRA code for 
shoe manufacturers. The part in 
question prohibits its signatory 
manufacturers from paying en- 
trance fees to trade shows other 
than that conducted by the National 
Boot and Shoe Manufacturers’ As- 
sociation with headquarters in New 
York, which began only two years 
ago to hold such exhibitions. In- 
dustrial New England is unanimous 
in urging that the right to continue 
this outstanding New England event 
shall be preserved. Not to grant 
the exemption will tend toward 
those ‘monopolistic practices’ which 
the code expressly disavows.” 


* * * 
F. COHEN of Danville, Pa., 
® says: 
“T attribute the demand we have 


had for work shoes to the several 
projects our city provides through 
the assistance of the CWA in fur- 
nishing most of the money to pay 
for the work. Otherwise business 
with us in general would not be 
any better than it was in January 
and February, 1933.” 


IREMEN in Louisville in the 

future must wear black shoes 
and keep them shined when on duty. 
This is the edict of Major Edward 
McHugh, Fire Chief, and an ex- 
perienced officer, who recently re- 
turned to the department as chief. 
New regulations are that firemen 
must wear regulation blue trousers, 
blue shirts, black ties, well-shined 
black shoes, must keep shaved, and 


QERE'S WHERE 


OLD 
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have their hair trimmed neatly. 
The wearing of off-color sweaters, 
lumber jackets, windbreakers and 
other nondescript clothing while on 
duty must be abandoned. Blue 
sweaters or lumber jackets, match- 
ing the general color scheme of 
permissible clothing, will be per- 
mitted. Battalion chiefs will be 
held responsible for men comply- 
ing with the cules. 
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AMES M. CAIN, who writes for 
the New York American, be- 
lieves that something should be done 
to make walking interesting and 
says: 

“The shoe manufacturers, | think, 
ought to go into this subject, for it 
concerns them. I have four pairs 
of shoes—two blacks, one tan, the 
other a vague chocolate color. All 


were bought in New York, before | 
left for California two years ago. 
Not one of them shows the slightest 
sign of wear, not one of them has 
even had a new pair of rubber heels 
tacked on. 

From that you can get a rough 
idea how little exercise | take. 

“T think the shoe business ought 
to get behind the slogan: Wear Out 
Your Shoes and Stay Young.” 


% %& % 


ELIEVE it or not, one of the 

largest stores in England sells 

its shoes in one width alone and 

does a business of real magnitude, 
without the service of sizes. 

In contrast, consider many of the 
little towns in America where the 
widths run from quintuple A to E. 
Our English observer writes: 

“There’s really a big business 
waiting for the firm, over here, who 
has the pluck and foresight to build 
























































a business on a size schedule—for 
a size and a fit bring extra comfort 
and satisfaction to a customer who 
never knew it could be found in 
footwear. With exchange in your 
favor, come over and see us some- 


time.” 
* * * 


EATHER show exhibitors. Fifty- 
one concerns have reserved 
space at the Official Opening of 
American Leathers, which will be 
held on April 16-17 next, at the 
Hotel Astor, New York, under the 
auspices of the Tanners’ Council of 
America. This display will be the 
thirteenth cooperative showing of 
American leathers and marks the 
largest number of participating 
companies yet to take part in the 
affair. 

The joint styles conference, under 
the auspices of the National Shoe 
_ Retailers Association, takes place as 
customary on the second day of the 
tanners’ show. 

Arrangements for the leather dis- 
play are in the hands of the Ex- 
hibit Committee, consisting of: J. J. 
Lyons, Surpass Leather Company, 
Chairman; Geo. H. Mealley, of the 
Ohio Leather Company; Frank H. 
Miller of G. Levor & Co., Inc.; J. T. 
McCauley of Allied Kid Company; 
Louis J. Robertson of Bayer-Robert- 
son Leather Company and R. J. 
Mellin of A. C. Lawrence Leather 
Company. 





AURICE KING of Newark, 

N. J., has developed an ad- 

vertising idea which is certainly 
worthy of comment. 

Once a week in the Enna Jettick 
store he manages, he holds a forum 
in the form of a round table discus- 
sion on feet, and foot conditions. 
These meetings are attended by oste- 
opaths and chiropodists from ad- 
jacent parts. Mr. King has much 
to offer in the way of knowledge and 
technique that each man may use in 
his daily practice, for he has long 
been an ardent student of feet, and 
foot health. The physicians, in turn, 





“CAN YOU TELL ME?” 


—One of the busiest departments of the 
Boot and Shoe Recorder is the Inquiry 
Department. 

—Since the first of January we have aver- 
aged well over 250 inquiries each week 
—one week we passed the 450 mark. 

—And they are still coming in by every 
mail:—“What, When, How, Where, 
Who.” 

—We always regard our Inquiry Depart- 
ment as one of our most reliable trade 
barometers. 

—A year ago this time we were averaging 
only 50 inquiries a week. Trade condi- 
tions were very low. 

—Today we are averaging over five times 
as many inquiries. Trade is on the up 
and up. 

—So we feel very much encouraged as we 
philosophize: ‘““When they want to know 
they want to buy.” 


Zc Sax er 


President. 








cooperate with him by sending their 
patients to his store to be fitted. 

At a meeting attended by one of 
our staff, there was evidenced much 
interest and enthusiasm among the 
group present. Some of the profes- 
sional men had come from out-of- 
town points, some twenty and thirty 
miles distant, to attend the session 
under Mr. King’s leadership. The 
meetings are held on a very infor- 
mal scale, and, for the major part, 
are comprised of the mere exchange 
of views. However, on some eve- 
nings, five-minute papers are read. 
Sometimes a doctor will bring his 
patient with him, and the discus- 
sion will be centered about the pa- 
tient’s particular problem. Usual- 
ly the patient is fitted with shoes 
right then and there. 

As a result of these weekly ses- 
sions, Mr. King is rapidly achieving 
a substantial reputation as an ad- 
visor on proper fitting, and his 
“shoe store clinic” has proven not 
only scientifically beneficial to 
those who take part, but also very 
profitable in dollars and cents to 
the stores itself. 
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built up an enviable trade in 
boys’ shoes by a simple plan. Sales- 
men obtain the full name and ad- 
dress of the boys, large and small, 
who come to purchase their shoes at 
Spines. 

These are carefully kept in an 
alphabetical list and, according to a 
chart which they have worked out, 
the date—by which this pair of 
shoes which this boy purchases to- 
day is likely to need replacing—is 
set down opposite the name. It then 
becomes a simple matter to follow 
out the index day by day and to write 
personal letters to those boys whose 
shoes are likely to need replacing at 
that time. 

This record, kept over a period of 
years, has not only enabled the buy- 
er to buy with satisfaction to the 
store and its boy patrons, but has 
also kept the boys’ shop off of the 
problematical list. The customers 
there are pretty well known in ad- 
vance, both as to who they will be 
and what they will want. 


* * * 


JHE Green and Gold Shop, St. 

Albans, Vt., is building up its 
shoe business with playing cards. 
The store loans to church, social, 
patriotic and fraternal organiza- 
tions new cards for bridge parties 
and the like. No charge is made 
for the service. Cards bear adver- 
tising matter of the shoe store on 


the backs. 





HOE salesmen’s language, from 
Paul Warren to John Chapman 
of the Daily News: 

Thirty-four—Turn the customer 
over to another salesman. 

Skig—A hard-looking customer. 

Thirty-three—Throw her out. 

A Float—A customer who walks 
out on a salesman while he is look- 
ing for shoes. 

A Wrap-up—aAn easy sale. 

Eighty-eight---A good sale. 


PINES CLOTHING STORE has 











sipbis Dye one See See ae 


i eiceanasiet : Be An a a 
PER en oe ea aes Som on eee 


Eo SEE SEE Bs Sees 


aS a tke a st iakabia ig 


eee: 


EMDR es 


1S ee 





St. 
its 
ds. 
al, 
za- 
ies 
de 
er- 
on 


er. 


ks 
k- 











































































BOOT AND SHOE RECORDER, 


HENRY GENSLER of the 
¢ Bishop Shoe Company, Pitts- 
burgh, Pa., says: 

“The sport shoe season will soon 
be with us and I want to suggest 
once more the idea of ‘Sport Shoe 
Sunday.’ Why not make the last 
Sunday in May—Sport Shoe Sun- 
day? It could be advertised very 
strongly that on that day everyone 
cast aside their regular togs and 
get into the more seasonable, cooler, 
airy footwear. The hat man has his 
Straw Hat Day—why not a. sport 
shoe day for the shoe man?” 


* % * 


HEN a prospective customer 

enters Auerbach’s Shoe De- 
partment, Salt Lake City, looks 
around half-heartedly, and remarks, 
“| want a pair of shoes, but I don’t 
know just what kind,” she isn’t 
met with an “I’m-sure-I-don’t-know,- 
either” stare from the clerk. In- 
stead, he is ready with all kinds of 
discreetly put questions. First, he 
ascertains the occasion for which the 
shoe is required—comfortable morn- 
ing wear, sturdy business wear, 
dainty afternoon wear, or formal 
evening. Once this information has 
been secured, it is easy to arrive at 
color, price and other details. 

By stressing “a shoe for each oc- 
casion,” Auerbach’s has noticeably 
increased the number of shoes sold 
to individual customers. 

A clever Spring-approach used in 
recent advertising is AUER- 
BACH’S Presents an Enchanting Ar- 
ray of Spring Shoes for Feet Tired 
of Looking Wintry.” 


* * * 


“FTNHERE is plenty of shoe busi- 

ness laying around, only the 
trouble is that we are too lazy to 
go out and get it or else we don’t 
know how to go out and get it,” says 


J. T. Leader. 


* * * 


T was Russell Werner of San 

Francisco who originated the 
now famous “Wernergram.” This 
is a private sale invitation so dif- 
ferent and attention-getting that it 
attracts real business. The get-up 
is on the order of a telegram, with 
the short, snappy wording of a wire. 
It is enough to state that the pulling 
power of this piece of direct mail 


March 17, 


1934 


is more than the effect of half-page 
newspaper sale publicity. 

The window envelope is half blue 
and half white. The ’gram is printed 
in blue ink, except for the hosiery 
copy. This is in red. 


* * * 


HILE the shoes are being 

wrapped after a sale to a cus- 
tomer, the boys in Ashton’s Shoe 
Store, Salem, Mass., pleasantly ask 
for the name and address of the cus- 
tomer. About six weeks later a let- 
ter is sent recalling the purchase, in- 
quiring if any grievance has been 
found regarding the merchandise or 
service and an offer to remedy such 
grievance if any is found. A men- 
tion of some of the season’s latest 
creations and thanks for their patron- 
age closes the letter signed by Mr. 
Ashton. 


* * *% 


ONGRATULATIONS of his 
legion of friends throughout 
the industry, where he has long 
been a distinguished figure, were 
recently showered upon Mr. and 
Mrs. Fred F. Field on the occasion 
of their fiftieth wedding anniversary 
which was quietly observed. The 
creator of “Foot-Joy” shoes is hap- 
pily recovering from a long period 
of illness. 









Aside from his duties as president 
of the Field and Flint Company, 
Mr. Field has been active for years 
in the conduct of the Brockton Fair 
and other civic activities of his na- 
tive city in addition to the breeding 
of blooded dairy cattle. 


* * * 


NE long range effect of the 

severe Winter will be to start 
Fall buying in staples, necessity 
shoes, for both leather and rubber 
early and in volume. Stocks of 
heavy duty footwear were sold 
down low in a number of stores 
during the recent Winter, and a few 
days more of severe weather, or a 
transportation tie-up would have 
caused a shoe famine. Against the 
possibility of such distress next 
Winter, the buying is likely to be 
early and heavy. 

*% * * 


NROUTE to the Pacific Coast 
on his annual mid-year trip 
John McElaney, sales manager and 
vice-president of the Stacy-Adams 
Company, Brockton, wires the fac- 
tory, along with a number of new 
orders the news that retailers who 
have retrenched on the top grades 
of shoes are grading up again and 
that in many leading cities, a defi- 
nite trend is on the way for the 
quality shoe. 
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“V’m sorry Boss but mine were the only ones in the store he cared for.” 
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CONGRESS OF THE CODES 
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Industry Faces New Problems of Shorter Hours, 


HE congress of the codes held in Washington 

last week was labeled “Conference of code 

authorities and trade association code commit- 
tees” but it proved to be a preface to the problem of 
reemployment. Some 4,000 leaders in trade in all 
industries met in group conferences in large assembly 
halls in the heart of Washington. No one building 
could hold them at one time. The week prior to the 
conferences was spent in public hearing in the hopes 
that some new idea might be developed to stimulate 
all codes to greater usefulness. But the public “gold- 
fish” hearings were almost negative in results. 

The actual code conferences, with the best brains of 
industry in attendance, were expected to reveal some 
idea, some plan, some philosophy for the furtherance 
of the partnership of industry in business and the 
proper administration of the National Industrial 
Recovery Act. 

The best summation that we can give of the ten 
days’ open program of the NRA was voiced by 
Francis B. Masterson, president of the National 
Shoe Wholesalers Association who remarked: 
“Thousands of men rushing up and down corridors, 
in and out of assembly halls, reminded me of the 
expectant father pacing the floor outside the 
maternity ward in the hospital. He was doing a lot 
of walking, a lot of talking, a lot of hoping and a 
lot of praying but after all the Mother is the 


important person in that blessed event.” 


A™ so it was in Washington last week. The fathers 

of the code, representing industry in all its phases, 
were really-playing an incidental part to the job which 
must be done by General Johnson. The administration 
thinks increasing employment and purchasing power 
through a reduction of hours and higher wages is the 
new solution to the problem of 1934. Most business 
men disagree on the subject of reduced hours and 


increased wages. 


Pay Raises and Code Administration 





Progress sometimes takes no notice whatever of our 
expectations. When different men want different things, 
when business philosophies clash with Tabor philoso- 
phies, economic conflict produces a problem that may 
not be a happy solution to the business man. The very 
keynote of the week was sounded by Secretary of Labor 
Perkins, who said: 

“Two and a half million additional wage earners 
have had work and wages in American industry 
reestablished in the past year; but the fact remains 
that there are perhaps eight million or nine 
million men and women who have yet to go back 
to the industries to which they are normally 
attached and in which they are experienced.” 


There you have in a paragraph the greatest 
problem of the national administration. 


HE fervent hope of official Washington was that 

some one individual in the 4,000 best brains of in- 
dustry would utter a solution to that problem, but in the 
babel of industry not even a small, wee voice was heard 
for in all past sustained business recoveries, employ- 
ment gains have followed rather than preceded business 
improvement. Maybe the problem of reemployment is 
insoluble except by the old method of business recovery 
preceding reemployment. 

Mme. Secretary Perkins said: “We still have a con- 
siderable distance to go before the full complement of 
labor is reemployed by American industry—using the 
year 1926 as a typical year.” She cited numerous 
industries that had failed to reabsorb former employees 
-—the most important of which were the retail trade 
and service industries—where something in excess of a 
million still remain to be reabsorbed. “Only by a 
proper balance between the various economic elements 
of our population can we hope for a permanent in- 
creased activity in our economic society.” 


Millions of words were spilled into the micro- 
phones but when all is said and done, reemploy- 
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CERTAINLY A “LAND OF PLENTY” CAN EVEN- 
TUALLY ACHIEVE REEMPLOYMENT AS A SOLU- 
TION TO INDIVIDUAL WANT. 





ment remains the one great problem of the day. 
General Johnson, in closing the meetings of code 
authorities on March 7th said: 

“We expect as a result of two weeks of invited 
criticism—first of the public and then of industry 
—to arrive at a consistent policy. There are many 
businessés that obviously can and ought to meet 
the suggestion to work on a 10% decrease in hours 
per week and a 10% increase per week in hourly 
wages. In an emergency, and until payrolls catch 
up with employment, it is proper to encourage 
increased wages and reduced hours per week.” 


TATEMENT was made the following: day that mil- 
lions of employees would be affected by the 10% 
plan but NRA officials have no intention of making it a 
blanket edict for they are awaiting advice from commit- 
tees chosen from industry to study the proposal, pend- 
ing final decision. Among the industries that are ex- 
pected to fall in line with the plan are the vast needle 
trades and the textile, boot and shoe, and automobile in- 
dustries. In many of the capital goods industries the 
hours of employment total less than forty hours weekly 


at the present time and these would not be affected. 


In the protection of the interests of retailers, 
























































Louis E. Kirstein was made a member of the 


Consumers Goods Group. 
The expectation of an early consideration of 
boots and shoes as a typical and topical industry 
to be affected by the new plan brought about a 
meeting of the Code Authority of the Boot and 
Shoe Manufacturing industry. Evidently shoes are 
on the spot—for reason of simplicity of industrial 
set-up—one product, made in one-industry plants. 
On Tuesday of the same week, pressure on industry 
was exerted by consideration of the Connery thirty- 
hour bill by the House of Representatives. The fear 
that Congress might pass a national law limiting all 
hours to thirty, to restore employment, was another 
gesture of force brought to bear on industry to do 
its part in reemployment of the eight million still idle. 
The House Labor Committee voted unanimously for a 
flat thirty-hour week for NRA industries, subject to 
modification by governmental board in case of labor 
shortage or other emergencies. Congressman Connery 
(Lynn, Mass.) said he would seek immediate House 
consideration of the bill. General Johnson, opposing 
the action by Congress, seeks the immediate reemploy- 
ment of at least a million more men in private industry 
and his economic staff reports that fully 30% of the 
more than 600 code industries are now able and prob- 
ably willing to make a further cut in working hours 
without reducing the amount in pay envelopes. 

The employment section of the NRA meetings be- 
came the bitter battle-ground of labor vs. capital and 
the traditional fight was fought without gloves. It was 
somewhat interesting to find on a chair this little 
quotation: 

“Labor is entitled to a ‘Square Deal’ but: 

Labor MUST bear in mind— 

That there are Four Sides to a Square 

Three besides its own—and then: 

The Inside—The Moral Side. 

Labor Must grant the other sides the same rights. 

Which it demands for its own side— 

The New Deal means a Square Deal for all.” 

HE muster of the shoe and leather industry 

for the Code Conferences under the NRA was truly 
representative and all were present and in their seats 
in Constitution Hall when President Roosevelt inaugu- 
rated the second year of his administration. 

On the main floor, the Tanners Code Authority 
included the following in a block of seats: Louis J. 
Robertson, David G. Ong, Albert F. Hunt, Albert F. 
Connett, Victor G. Lumbard, Julian Hatton, Gay Sher- 
wood, F. M. Weimar, Willard Helburn, J. F. Mahoney, 
E. G. G. Brooker, G. N. Ripley, J. W. Filoon, J. Edgar 
Rhoads, R. M. Pindell, Jr., George B. Bernheim and 
Fraser M. Moffatt. 

Nearby were the members of the Planning and Fair 
Practice Committee for the Boot and Shoe Manufac- 
turers industry, including: Roger A. Selby, Henry W. 
[TURN TO PAGE 34, PLEASE] 
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Be At the End of the Day 


THIS Jay Thorpe costume was awarded the prize as the 
most attractive cocktail costume at a fashion show contest 
held recently at the Ritz Bar. The beige corduroy coat, 
the sables, the crepe dress and off-the-face hat all have 
a casual enough look about them, but an elegance of color, 
material and detail sets them apart from tailored clothes. 

The shoe sketched was designed for the costume—a 
brown kidskin pump, with light lines, a graceful heel and 
little waistcoat-like trimming at the throat. 

In addition to kidskin for this type of shoé, patent 
leather is in the picture. In the last few weeks there has 
been a big demand for patent for semi-dress types—strip 
pumps, one eyelet ties and sandals. Fabrics like “Ribalin” 
belong here too. This finely ribbed, slightly lustrous mate- 
rial has been successfully promoted in just this type of 
shoe. It is also being featured in a tie model trimmed 
with patent, which is known as “Café oxford.” 


Whatis a Cockt 
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yA At the Start of the Evening 


HERE is the kind of costume that has been most high- 
lighted as a cocktail costume. Compared to the first out- 
fit, it has a comparatively limited use—the choice of the 
sophisticated woman who lives in the larger city. 

In its newest, smartest form, it has tailored, basically 
suit-like lines, and is developed in dark colors contrasted 
with light, frivolous and feminine touches. The effect 
looks as if it had been inspired by a man’s period costume. 
One of the influences responsible for this theme in costume 
suits is the success of the book “Anthony Adverse.” 

The shoe, by Bergdorf Goodman, carries out perfectly 
the character of the costume. A faille crepe oxford of the 
simplest lines, it has two little touches that correspond 
to the frills of the suit—fine lines of stitching on the vamp 
and sparkling rhinestone eyelets. This is a sophisticated 
shoe in the extreme. A more usual choice in shoes for a 
more usual costume of this kind would be the simple 
sandal in satin, faille or kid suede. A buckle pump would 
also be in the “Anthony Adverse” spirit of the suit. 
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Shoe? 


It Takes Three Types 
of Clothes and Shoes 
to Cover the Occasion 


By RUTH HARRINGTON 


HAT do women wear for the cocktail hour? 

Is it the Sunday Night dress by a new name, 

or something quite different? And what sort 
of shoes should be shown to complete the picture? 

We’ve been doing some looking about and we’ve come 
to this conclusion: The cocktail costume may be one 
of three things, all depending upon whether the wearer 
does her celebrating at the end of the day on the way 
home, at the beginning of the evening on the way out, 
or just at home entertaining her guests. 

A cocktail costume promotion, like a good Manhattan 
cocktail, has three parts—one part semi-formal street 
clothes, one part informal evening clothes, one part 
formal afternoon clothes. 

The first is by far the most important, both as a 
fashion and in selling significance. When it’s five 
o'clock, smart street clothes predominate. The majority 
of people don’t have time to change their clothes every 
hour on the hour. 

As the afternoon progresses toward seven o’clock 
more of the second type of costume come on the scene— 
informal evening dresses worn with a little jacket and 
some sort of a hat. The third type, the afternoon dress 
with the long skirt, holds forth at private parties, usu- 
ally worn by the hostess only. Each of these three 
outfits has a definite character and takes a different 
type of shoe. And so do the pictures, and more details 
about each one. 


When you think of cocktail shoes, 
keep these points in mind: 1. The 
open toe sandal. 2. The new smart- 
ness of patent leather. 3. Formal ox- 
fords. 4. The new ribbed fabrics. 5. 
Buckled pumps in the Anthony Ad- 
verse spirit. 6. Embroidered trimmings. 























































3. Entertaining at Home 


HERE is the formal dress for late afternoon entertain- 
ing. The material is one of the new “Summer velvets,” 
a dotted velvet on a voile ground. Its trailing skirt marks 
it as a costume to be worn indoors and the shoes should 
share that delicacy and luxury. 

Not every woman, of course, can afford a hostess costume 
of this kind. But there has been in recent months a 
marked revival in formal afternoon entertaining and 
formal afternoon fashions. 

The shoe we have suggested is being featured now in 
I. Miller’s Fifth Avenue shop. It is the most wearable 
cxample we have seen of the open toe sandal. 

Because it is such a generally adaptable model, you 
could imagine this shoe in almost any material and color. 
For this type of cocktail costume, however, it is at its 
best in white or pastel suede or kid. This is the time and 
place, too, for the new embroidered fabrics and other 
luxurious novelties shown in Summer shoes. 
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How a Cleveland Store 
Sometimes it’s worth while to resort to the To M ake 


spectacular in shoe selling, and the Higbee 
Co. of Cleveland decided a style show was 


the thing to launch their early promotion of 
Spring 8 na month. The illustration TT HE first all-footwear style show of its kind ever 





below shows how the show was staged in held in Cleveland was sponsored by the Higbee 
the third floor shoe salon. Note how atten- Co. in their spacious third floor shoe salon over 
tion was focused on the shoes and hosiery by a three-day period, Feb. 20-22. An elaborate two- 
screening off the upper portion of the stage. sided platform run was built out across the center of 


Following i ief iption of th 
ble ence wp ag am the department and club chairs lined up theatrical 





dollar mirrored sandal; 2. Gabardine bow fashion on both sides to accommodate over 200 seated 
pump in cocoa shade; 3. Open shank one patrons. The run was finished in a light green, Spring 
strap, brown kid with brown silk and kid atmosphere with lace trim. Models were completely 
trim; 4. Strip satin vamp on white satin screened except for a 12-inch space along the plat- 


tg —— rye em ges hi form floor which furnished a generous view of shoes 


7. Ribalin pump; 8. Sandal of rhinestones. and hosiery without distraction. A white streamer 
notice across the center of the screen bore the words. 
“Higbee Footnotes of Fashion.” 

Original intention was to give a two-day show bul 
the affair was sufficiently popular to be held over an [> 
extra day. Eight models, selected from store em- 
ployees, displayed a total of 80 pairs of shoes run- 
ning from the extreme conservative to the extreme 
novelty. The three-quarter hour show gave the throngs 
which flocked into the Higbee Shoe Salon a most gen- [| 
erous demonstration of new trends in the world of 4 
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footwear—the new rounded toes, gabardine, wool, mir- 
ror sandals, cocktail satin, streamline appliqueing and 
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The Shoe’s the Thing--What Will Milady 


Wear? i] 
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On the opposite page is a 
novel window display used 
by The Higbee Co. of Cleve- 
land to announce its Spring 
fashion show of shoes. It 
illustrates how effectively a 
simple idea can be used to 
create an unusual display. 


Above are illustrated some of the advertisements and publicity used in promoting the Higbee 


tL eat 








Fashion Show. 


Staged a Style Show 
Customers Shoe Minded 


overlaying, new stitching, perforations, braided leather. 
Street, cocktail, evening, suit, sport and afternoon foot- 
wear was presented in a way entirely new to Cleve- 
landers. Continuity descriptions were read from be- 
hind the scenes and broadcasted to the crowds through 
two loud speakers on either side of the run. 

Two style shows were given daily, at 11 a.m. and 
2.30 p.m., with large crowds in attendance. Modelling 
was continuous to maintain interest throughout. The 
wide price range ran from a $6 oxford to a $35 sandal. 
An orchestra furnished soft music daily as a part of the 
attraction. 

The Higbee Spring fashion show of shoes proved 
conclusively that the Cleveland public is receptive to 
new things in footwear. As stated by J. V. Murphy, 
Higbee shoe buyer, the purpose of the style show was 
to make people more shoe minded. Women, he said, 
spend considerable time thinking of dresses, coats and 
cther apparel and attention should be more closely 
focussed on their feet. The idea, he believes, of show- 
ing only the feet and lower legs would be a good one 
for shoe conventions because of the sharp concentration 
on shoes. 

The Higbee style show marks a new effort to pro- 


mote shoe consciousness in this locality and depart- 
mental activity was directly increased as a result. Many 
items shown on models have received a good demand. 
One woman tried to match a $35 sandal to a new dress 
and when she could not effect the proper harmony, she 
took the sandals and exchanged the dress to match the 
sandals instead. 

A novel window installation was made to publicize 
the footwear style show. A fish net was strung up 
across the center of the window and shoes attached at 
various points. In large letters across the top of the 
net was the announcement, “The Season’s Catch of 
Shoe Fashions.” A card below bore the words, “Caught 
in the Net of Spring Fashions,’ while another an- 
nounced the time and place of the style show. Shoes 
were also exhibited on the floor to give the display a 
finished touch. 

Large newspaper announcements were used daily to 
bring public attention to the unusual footwear attrac- 
tion. In the store itself, large placards were placed at 
strategic points to further direct prospective patrons to 
the third floor salon. Large daily crowds attested to 


the success of the venture. 
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A very original Spring shoe presentation by R. H. Fyfe & Co., Detroit. Note the well balanced effect of this window, which is largely the 
result of good judgment used in placing the shoes. 


Details Make Perfection 


In Planning Displays, Little Things Like the 
Placing of Shoes May Determine Results 


N planning shoe windows that will display your 
merchandise to the best possible advantage, it’s 
often the little things that count most. Some- 
times we are too much inclined to think of good win- 
dows in terms of elaborate backgrounds and costly 
decorations. These things play an important part in 
modern window display, without a doubt, but they 
do not tell the whole story by any manner of means. 
If good windows were a matter of expensive back- 
grounds and trims, the task of the fellow who is re- 
sponsible for the windows in the average small or 
medium-sized shoe store would be pretty hopeless. He 
seldom has a budget that will permit him to give free 
rein to his imagination. But perhaps it’s just as well 
he hasn’t. Restraint is just as important a factor in 
getting pleasing results as ingenuity in contriving 





original ideas, or the possession of facilities that will 
permit of their indulgence. If the truth were told, it 
would probably be found that more good display ideas 
go wrong in the execution as a result of the tendency 
to over-elaborate than from enforced necessity of stick- 
ing to simplicity. 

Indeed the stores that are doing the best job today 
in building attractive shoe windows are in many cases 
those that recognize the virtue of simplicity, not be- 
cause budgetary limitations compel them to do so but 
because they have learned from experience that the 
simplest of elements, when tastefully combined, often 
produce the most pleasing results. A study of any 
considerable number of good shoe windows will, we 
believe, confirm the accuracy of this statement. 
Simple elements and treatment are in line with the 
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Observe the simplicity of this window by Franklin Simon & Co., New York. The elements used are few and inexpensive, but the result 
is most pleasing and every pair of shoes is displayed to advantage. 


modern ideas in decoration, whether in home furnish- 
ings, architecture or store display. The so-called 
modernistic style of decoration is at its best when han- 
dled simply and is often ruined by over-elaboration. 

In planning any sort of a window display, the funda- 
mental fact must always be kept in mind that the pur- 
pose is primarily to show merchandise. Backgrounds, 
settings, fixtures are but the scenery and stage prop- 
erties. The scenery may be perfect, but the window 
may be ruined so far as its effectiveness is concerned, 
if the shoes are badly displayed. There may be too 
many shoes or too few, they may be poorly placed, 
or the angle or position of the shoes may be such 
that the styles fail to produce a favorable impres- 
sion on the prospective customer who looks at the win- 
dow from the outside. 

The writer recalls having observed a very attrac- 
tive window recently in one of the well known New 
York shoe stores, and a few days later having seen 
a similar display, evidently copied, in another store 
in a suburban section. Shoes were shown on narrow 
shelves inside a large circle. The effect in the first 
instance was most pleasing and the window was so 
well done that it instantly caught the attention of the 
passer-by. In the second case it was entirely ineffec- 
tive, and the reason was that, whereas the original dis- 





play showed only a few pairs of shoes, ranged at 
various angles on the horizontal shelves within the 
circle, the second showed too many, with the result that 
the display appeared crowded and unattractive. 

One of the most successful shoe display men known 


‘to the writer devoted an incredible amount of time to 


placing of the shoes in his windows. He was connected 
with a men’s store featuring a popular style line. The 
backgrounds were simple, but when it came to placing 
of the shoes he would devote hours to the job, fre- 
quently going outside to survey the results and chang- 
ing the position of a single pair repeatedly until the 
effect of the window was entirely satisfactory. Shoes 
are by no means the easiest merchandise to handle in 
the window, and it is really surprising what a differ- 
ence a slight change of position often makes in bring- 
ing out the swing of a last or the beauty of a pattern. 

There’s a classic argument among shoe display men 
as to whether it’s better to show many pairs of shoes 
in a window or just a few. It’s an argument that has 
never been settled and never will be, to the satisfac- 
tion of all concerned. The answer is that it all de- 
pends. And it depends on a great many factors. On 
what kind of a store you operate, what grades and 
types of shoes you sell, whether men’s shoes or women’s 
[TURN TO PAGE 42, PLEASE] 
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Accelerate Business in Springtime 


O matter how dark the woods, there’s this com- 
fort—that when you're half-way in, you be- 
gin to walk out of it. There is no question 

in anybody’s mind but that we are on the way out of 
the depression. Some organizations will crawl, others 
will walk, others will run out of it individually and 
some will perish by the wayside; but we are coming 
out of it and the next few weeks will indicate to what 
extent the retail shoe trade is keeping step with the 
progress towards recovery. 

Let’s look at the record. The National City Bank 
of New York has published a table of figures which 
not only give consolation for the progress of 1933 but 
promise for greater progress in 1934. 





Number of — Net Profits 
Concerns—Industry 1932 1933 
7 Agricultural Implements $15,375,000D $8,645,000D 
10 Amusements oi 2,686,000D 1,252,000D 
9 Apparel 7,648,000D 1,790,000 
9 Automobiles 13,905,000D 90,127,000 
29 Auto Accessories ........ 10,959,000D 829,000D 
1 OO: ee ee 27,008,000 23,620,000 
35 Building Materials 12,920,000D 6,192,000D 
13. Chemicals i See 34,798,000 93,511,000 
11 Coal Mining ......... 304,000 2,702,000 
16 Confections, Beverages 2,996,000 10,556,000 
36 Cotton Mills .... 8,478,000D 7,813,000 
10 Drugs, Sundries 13,044,000 12,680,000 
23 Electrical Equipment 8.847,000D 3,196,000D 
37 Food Products ..... 44,025,000 52,711,000 
19 Household Supplies 8,950,000 14,441,000 
35 Iron, Steel : : 138,920,000D 64,226,000D 
50 Machinery, Tools .... 20,341,000D 10,195,000D 
18 Meat Packing ist ms 2,059,000D 22,347,000 
17 Merchandise, Chain Stores. 41,683,000 58,769,000 
12 Merchandise, Dept. Stores 8,964,000D 98,000 
25 Merchandise, Wholesale . 4,868,000D 7,482,000 
18 Mining, non-ferrous . 2,091,000 11,051,000 
7 Paint, Varnish ...... 1,008,000 5,928,000 
20 Paper and Products 319,000D 3,637,000 
25 Petroleum . .. : 10,531,000 16,852,000 
12 Printing, Publishing 6.520.000 1,550,000 
15 Railway Equipment 16,349,000D 11,314,000D 
10 Real Estate . 379,000D 642,000D 
14 Rubber Tires, etc. 3,052,000D 10,722,000 
toe eee 3,206,000 12,240,000 
16 Silk and Hosiery .. 2,145,000D 2,687,000 
12 Sugar ... 1,573,000 3,140,000 
eS ee 12,187,000D 11,193,000 
BED ice scene cs 71,029,000 51,779,000 
e.g ee ee ee .  9,795,000D 8,473,000 
102 Miscellaneous Manufacturing 17,520,000D 46,201,000 
54 Miscellaneous Services ..... 3,148,000 3,034,000 
on PS ee ery ee ae $45,802,000D $440,643,000 


The table shows comparative profits or losses in 37 
major industrial groups in the years 1932 and 1933. 
Study it carefully. The letter D means “deficit.” The 
figures without a D mean “profits.” From these figures 
it evidently appears that business has crossed the red 
ink line and is again headed for profits. 

When industry feels secure, it must give considera- 
tion to wages because no business is truly in the black 
when its people are in the red. Industrial labor conflict 
is almost inevitable in many lines of trade. In spite 
of the eagerness of labor for its share, patience is 
needed, for business must be put on a sound founda- 
tion, must see the possibilities of reserves and must 
feel that business expansion is justified before we can 
truly see a way out of the woods and in the sunshine 
of prosperity. 

People who earn less than $2,000 per year consume 
more than two-thirds of the products of our land—these 
people are the real purchasing power of America. They 
consider Easter as a fashion function and make it a 
selling festival. To increase their capacity to buy is 
to bring prosperity to all. 


A new Spring is just ahead of us—one of good 
promise. Retail sales will reflect the mood of the 
people. We have in every store, everywhere, the 
opportunity to encourage better feeling and better 
business. 


We have an opportunity in every store to increase 
the velocity of turn-over—first of merchandise, then of 
money, so that all business will get into gear again— 
so that this machine civilization of ours will ride with 
accelerated speed down the highway of prosperity. 


These figures give encouragement. They dispel 
gloom. They add hope to hustle. The recovery pro- 
gram has primed the pump and started the move- 
ment of money, merchandise and men into indus- 
trial activity. There are many problems still to 
be solved but we are fortunate in living in a land 
of plenty, without political disorders and with a 
people eager to cooperate in any plan that will re- 
employ millions, reestablish American standards of 
living and reinvigorate American business. 
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Genuine Natural Pig 
vamp and quarter. 
Tan Calf saddle. 
No. 066-S—Child’s 
Sizes 8% to 12— 
B-C-D. 

No. 066-M— Misses’ 
Sizes 12% to 3—A- 
B-C-D. 


No. 067-S — Same 
Pattern — White Elk 
vamp and quarter. 
White Cape Seal 
Grain saddle. 

Child’s Sizes 8% to 
12—B-C-D. 
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Ventilated Sport 
Oxford 







Genuine White Pig 
vamp, quarter and 
foxing. White Calf 
lacing. 

No. 086-M -- Misses’ 
Sizes 12% to %—A- 
B-C-D 















SOCK 


Two highly successful models that will establish 
the juvenile style trend for Spring, 1934— 
selected from the new complete 48-page, full- 
color Pied Piper catalog. Write for your copy. 


Matathon Shoe Co 


WAUSAU, WISCONSIN 





















Pied Piper Juvenile shoes are 
these patented features— 


1—No Channel 


to weaken or cause 















Goodyear Welts plus 






3—Double 
Fastened Upper 


Strengthens—Preserves 
Shape and Fit. 






















ridges. 
2—No Filler 
——— 
Ding SGHUOLS 
IDE SHOES 


GREATEST JUVENILE HEALTH 
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Time to Start National 
Style Campaign 


A Quality Promotion, Planned to Increase the 
Prestige of the New York Shoe Market 





President, Shoe Manufacturers’ Board of Trade 


of New York, Inc. 


HE Shoe Manufacturers’ Board of Trade in its 

15th year as the premier organization of its kind 

in the industry, has marked out definite plans for 
the coming year. Quality shoes in workmanship, mate- 
rial and design, naturally are more costly than the 
cheaper grades manufactured elsewhere and with the 
depression and the wave of economy which swept 
throughout the country, shoes selling in the higher 
brackets were not purchased in quantities as heretofore. 
They were considered in the luxury class; but quality 
in the long run will tell and the efforts of this As- 
sociation have continually been directed toward the 
upholding of New York quality, no matter what the 
cost. The orders now being filled in New York fac- 
tories indicate that the upward trend has been definitely 
established and the district is preparing to meet the 
normal demands for its product. 

It will be our purpose, to bring Brooklyn into the 
limelight it enjoyed prior to the wave of depression 
and to accent style plus quality. We are going to 
promote Brooklyn as the style and quality center of 
the country. We are working on a campaign which, 
through an educational drive in the trade journals, 
will bring out the idea that shoes made in Brooklyn 
reflect the best in quality and are most up to the minute 
in mode. This campaign will also foster the idea of 
buying shoes made in Brooklyn. 

Within the next few months we plan to work up a 
style conference to which will be invited the leading 
merchants of the country. Further details on this will 
be available after our group has given it more thought 
and developed plans. 

Reports of factories show Brooklyn is enjoying the 
best business in years and show that women are going 
Lack to quality and that price is no longer paramount. 
We are happy that manufacturers are now enjoying 
peaceful relations with employees and are working with 





the Administration to further the plan of recovery. 

The Board of Trade has the distinction of having co- 
cperated to the fullest extent in the formulation of ihe 
Code for the Industry and in working conscientiously 
for the success of the NRA. This is particularly the 
fact with regard to its labor relations which at the 
present time are generally satisfactory to manufacturer 
and employee. The disturbances which occurred last 
Fall have all been adjusted through cooperation of the 
Association with the National and Regional Labor 
Board in the settlement of all questions and contro- 
versies arising under the NRA. The Association is in 
line with the recommendations of the National Labor 
Board and at the present time its members are _bar- 
gaining collectively with representatives of those chosen 
by the employees for the purpose. 


CAMPAIGN of publicity will emphasize the fact 

that the New York District has lost nothing in its 
reputation for the manufacture of quality shoes. The 
following Committee has been appointed to devise ways 
and means of promoting the New York district—Her- 
man Delman, Simon Goldstein, Emanuel Meyer, Larrie 
H. Sass and Philip Weinstein, Morgan Grossman (Ex 
Officio). 

Other Committees will have charge of relations with 
the Superintendents’ and Foremen’s Association, and the 
operation of the two Trade Schools organized 15 years 
ago by the Board of Trade in cooperation with the 
Board of Education of the City of New York. In one 
of these schools the actual attendance during the past 
year has run well over 300 students, all engaged in 
the industry, attending under competent instructors fo: 
the purpose of perfecting themselves in their own and 
other operations. The other school has an annual regis- 
tration of approximately 95 boys, graduates of the 

[TURN TO PAGE 42, PLEASE | 
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DODY PALANCE 


(us UPTOWN SHOES | 


<= FOOT GUIDE FEATURES 

























- HERE is stability in Uptown 
; ; shoes. Take a style like this as an 
-_ illustration. It's one that will live, and 


~ on which a steady, year-round trade => 

_is built. Fine quality black kangaroo 3 is 
with built-in Foot Guide features. © 

‘Companion style in brown kid. . 3 


' All Uptown Shoes are carried in x 
stock for prompt shipment. ; 
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Branch of international Shoe Co 





ST. LOUIS, MO. 
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@ A Mountain of Response Greets 
Buster As He Returns to 69 Funny 
Papers Throughout the Country. J 


J.) USTER BROWN, and faithful Tige, 
iD have rejoined Popeye, Jiggs, Skippy 
and other popular members of the cartoon 
world. 

46,000,000 People... 
watched him perform a typical Buster Brown 
exploit and once again endear himself to 
men, women and children readers of the 
comic pages. 


A GOSH! IT LOOKS ye 
KE PIKES PEAK fas A 


ot 


Buster also endeared himself to thousands 
of shoe retailers by performing another 
startling feat. He brought thousands of new 
customers into stores to buy shoes in order 
to get the necessary shoe box labels to send 
in for FREE magic presents. 


BUSTER BROWN always 
finds it a good policy to 
make a 


RESOLUTION 


Shoe retailers who don’t carry 
the Buster Brown and Brown- 
bit line will find it wise to make 
this resolution: . 


RESOLVED // 


— WHEN THE BROWN 
SHOE SALESMAN CALLS 
ON ME I'M GOING TO 


ASK HIM FOR FULL 
DETAILS EXPLAINING 
HOW | CAN SHARE IN 
THE SPECTACULAR 
ADVERTISING CAMPAIGN 
Now UNDER WAY —— 
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The Most Intensive Advertising Campaign 
In the History of the Shoe Industry Is Now 
Backing Buster Brown and Brownbilt Shoes. 


Newspapers in the Following Cities Will Carry the Second Buster Brown Advertisement: 


The Comic Weekly—Puck ae Express Ss tet pga ee oA & Gazett 
° . oe Z' e 
Albany........ Times Union Charleston. Post News&Courier Jacksonville... Portland........Oregonian 
f eee 1 arlotte - Observer ;: i 
Atlanta American Charl Ob Kansas City Providence... ..Journal 
poimore. soo eee Commanense- . — Knoxville....... Richmond...... Times Dispatch 
Chieago..""HereldaeExaminer €jaeignate---Boauipe te Se dosephe ss sNews Press Gazet 
pou soo imes Columbus Journal Dispatch I Courier Journa t. Louis........Post-Dispatc 
Ml ngeles.. a Dallas..........News Commercial Appeal 4 Disp. & Pioneer Press 
os we ag oe ol Dayton.........News iami 1 Herald Salt Lake City...Tribune 
OfK...- Denver.........Post Minneapolis.... , Shreveport Times 
Bee News A : 
oN Sun Telegram Des Moines.....Register _ Mobile......... Press Register Spokane........Spokesman Review 
ee esicass pal News Tribune nett... eeaeener aR = Leader 
an io. .Li E ASO..seeeee+ Limes ashville.......Danner é ribune 
an ae. -ee Evansville.......Courier & Journal New Orleans...Times Picayune Terre Haute....Tribune Star 
Post Intelligencer Ft. Wayne Journal Gazette New York City. Herald Tribune i World 
American Ft. Worth....... Star Telegram Oklahoma City. Oklahoman &Times 
Washington. . Herald Houston........Chronicle Peoria..........Journal Transcript Winston-Salem. Journal Sentinel 


Manufacturers of the Concentration Line — 
Pow Do.0¢8 G OW Sas ST. LOUIS © including Buster Brown Tread Straight Shoes 
for boys and girls and BROWNGAi/t Tread 


Straight Shoes for men and women. 
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How to Plan a Shoe Store's 
Publicity to Produce Maximum 
Returns from the Money Spent 


By RICHARD E. SHERRINGTON 
Advertising Manager, Selby Shoe Co. 


_ From an address delivered at the recent 
Convention of the Nebraska Shoe Retailers 


planned, scientific manner, is, by and large, a 

waste of money. For advertising is not a “hit 
and miss” proposition—it is not any force of magic 
that, when put in the paper, or on the air, or on the bill- 
board, or sent through the mail, will start people 
in droves into your store to buy merchandise when 
they don’t want it. 

Advertising is this, and this only: Properly applied, 
it is the greatest sales stimulant you can give your busi- 
ness. Except in cases of sales, it will not sell the mer- 
chandise from your shelves, your sales people must do 
that, but it will be a marvelous help to them in doing it. 

We want to advertise, and we want to do a scientific 
job. We want to get the most for our advertising 
dollar. So the question is, “How shall we spend it 
most profitably?” And when shall we spend it to in- 
terest the most people in that which we have to offer? 
I’m going to try to give you the answer to those two 
questions. 

About ten months ago, we decided we wanted to 
know what sold shoes at retail, so we, in turn, passed 
that information on to our dealers. We decided we 
would run two tests in the cities of Pittsburgh and 
Columbus. The plan was radical, so that we could 
make a definite proof, and here it was. 

We said to the woman in the newspapers, through 
direct mail, over the air, with statement inserts, with 
personal telephone calls, and by window trims, “Come 
in. Buy a pair, wear them thirty days, and if not en- 
tirely satisfactory, bring them back and we'll refund 
your money.” 

A drastic offer, but it had to be, so that we, in turn, 


DVERTISING that is not done in a carefully 





could have the sales people ask the woman when she 
bought the shoes, “Madam, where did you learn of 
this offer?” And then she designated what particular 
medium had influenced her, and that was recorded on 
the sales slip. The results were startling, to say the 
least. 

It was found that newspaper advertising for ex- 
clusive shoe stores and specialty shops was not nearly 
as productive as it was for department stores, and this 
is the reason for it: 

Generally speaking, department stores are users of 
large space—they appear quite frequently, and people 
are interested in what they are advertising. The story 
on shoe stores is just the reverse, they are infrequent 
advertisers, they don’t have a planned campaign, they 
operate somewhat on a “hit and miss” plan, with the 
result that their advertising is less effective. 

It was found that direct mail was four times more 
effective for shoe stores than it was for department 
stores, and the reason for this was that the lists the 
shoe stores had were more selective than a department 
store list could hope to be, because their charge list 
embraced people who were not prospects for shoes. 

It was found that the radio (even though used four 
times a day for announcing), did not do a job at all 
comparable to the expenditure made. 

It was also found that a personal solicitation over 
the telephone to a person who formerly wore the prod- 
uct was one of the most productive things that we 
could do. 

Next, gentlemen, is a brief picture of what sells shoes: 
Newspapers, direct mail, radio, telephone solicitation, 
[TURN TO PAGE 40, PLEASE] 
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HOE MEN predict that more white shoes—men’s, 
women’s and children’s—will be sold in 1934 than 
ever before. 

This is your chance to cash in on the biggest white year 
in history! Stock and display Shinola White Cleaner—the 
sensational new cleaner for all white leathers. 
aie x Last year Shinola White was so popular we were unable 

: to fill all orders. This year we promise to meet every de- 
ular N mand. This means turnover—rapid sales... new profits. 
5 on Backed by a national advertising campaign in eleven big 
the & SS magazines, Shinola White is going to be a big profit-maker 

foe for wideawake stores in 1934. Packed one dozen to at- 
ex: ws tractive display container. Get your order in now. 2 IN 1- 
—r SHINOLA-BIXBY Corp., 88 Lexington Ave., N. Y. City. 
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we is . / THE COMPLETE SHINOLA LINE in- 
: ; Ai cludes Creams (Black, Tan and Neu- 
a 2f© a“ tral), Black Liquid, Black French 
es: | , til Dressing, Black Dye, Liquid Fabric 


& Cleaner, and Shinola Pastes in Black, 
st] FF Tan, Ox-Blood Brown, Neutral and 
: b White Cake. 
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N a recent sales talk, Marcus Mc- 
Weeney, shoe buyer for the Ken- 
nedy Clothing Co., Boston, said: 
“The shoe salesmen in the Kennedy 
stores are our only representatives. 
Our customers come in contact only 
with our salesmen, therefore the cus- 
tomer’s good opinion and good will 
toward us depends entirely upon the 
manner in which all of you repre- 
sent us. 

“We expect courtesy to be extend- 
ed to each and every customer. This 
is considered first, last and always 
in all of our transactions. 

“We assume that each salesman 
that we employ is a gentleman. It 
is expected that he will maintain 
this position at all times. The store 
is your home for several hours every 
day, so try to make it a hospitable 
place. Treat the customer who does 
not buy just as courtesly as the one 
who does. Remain standing while 
your customer is seated. 

“Your appearance naturally goes 
a great ways in making a sale. Your 
trade likes to be served by a man 
who is clean-shaven, his clothes 
pressed and his shoes shined. Im- 
maculate appearance should be the 
by-word of every man. 

“The most essential element of 
salesmanship is a thorough knowl- 
edge of the stock. Show a proper 
amount of enthusiasm for your goods 
without going into extremes. Insis- 
tency gives a bad impression, as it 
causes a customer to be skeptical 
about the shoes under consideration. 
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Too much talk is worse than no talk 
at all. 

“Count the change back into the 
customer’s hand. Do not dump it. 
It is bad form to accept money from 
a customer without the courtesy of 
a ‘Thank You.’ 

“A cheery ‘Good bye’ and a pleas- 
ant ‘Good day’ gives the customer 
the impression that you are per- 
sonally interested in them.” 


Pras veo A 


ANY coeds of the University 
of Colorado, located at 
Boulder, continue to buy their shoes 
from the La Torra Shoe Co. there 
when they go home for vacations, 
and even after they graduate. This 
establishment has shown that with 
the proper type of original effort in 
developing a certain class of busi- 
ness, and with good service and 
merchandise, a shoe store can hold 
trade regardless of location handi- 
cap. 

About 70 per cent of the students 
at the University make their homes 
in Denver, the capital city of the 
State. Yet numbers of these students 
continue to buy from La Torra by 
mail for years after leaving school. 
The value of this trade may be 
judged from one recent order sent 
in by a girl now living in Nebraska; 
it amounted to $30. 

One of the most productive orig- 
inal appeals for the college busi- 
ness is made by means of announce- 
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ments posted on bulletin boards at 
various strategic points on the cam- 
pus. Outstanding styles and values 
are brought to attention, and a per- 
sonal invitation to visit the store is 
issued. The same type of material 
is used in letters sent to students an- 
nouncing major events. 

Before students leave, they are in- 
formed that the store has a complete 
record of their size and style ie- 
quirements, and are invited to send 
in mail orders. 





HE employees of The Fontius 

Shoe Co., Denver, do not punch 
the clock at noon. Instead, they re- 
port to the floor man, who checks 
them out and in on a card he keeps 
in his hand. 

In that way the floor man can tell 
the inquiring customer exactly when 
any certain salesman will return 
from lunch, which is far more satis- 
factory than the old-time method 
of guessing when he should be back. 
A time card in the floor man’s hand 
is a great moral force which brings 
the boys back on time or before. 

On the back of the card are noted 
the seat numbers of customers not 
yet waited on, and thus, when the 
floor man steps off the floor or goe- 
to lunch, the one who takes his place 
has the whole situation right in 

-hand without any verbal explanation 
being needed. 
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Kangaroos in their youth are taught the importance of keeping their skins strong and healthy; else they 
“will never rise above the food and produce business and will be unable to make good in the Leather 
and Footwear trades.” 


* 


* * * * 


In their super-strong, lightweight skins, kangaroos have 
something of which they might be justly proud. @ Men who 
own street or dress shoes of Kangaroo are also justly proud 
of them. The combined surface and body strength of 
Kangaroo makes a stronger, more lasting shoe, that will not 
easily scuff or tear. Its interlaced fibres are woven closely 
and tightly and will take a shine so lustrous and lasting that 
Kangaroo successfully lends itself for use in shoes for eve- 
ning wear as well as for the street. @ Department stores, 
East and West, have found it profitable to make special 
features of Kangaroo shoes. Shoe retailers in the Pacific 
Coast states, the Middle West and on the Atlantic seaboard 
have been pushing Kangaroo for more than two years now 


* 


KANGAROO SCHOOL BOY (OR GIRL) |! 


with a steady increase in volume of both sales and _ profits. 
@ Get in on what we like to call the Prosperity Circle: 
Retailers order Kangaroo shoes because they offer a novel 
selling story and because their customers like the way they 
look and the way they wear, manufacturers have put Kan- 
garoo shoes in their styled and in-stock lines because retailers 
and their customers demand them... 
and around in a circle, a circle of satisfaction and profit in 
shoes of Kangaroo. 


and so it goes, around 


AUSTRALIAN KANGAROO tanned in AMERICA 


When writing advertisers please mention Boot and Shoe Recorder 




































“JT is just as necessary to find 
ways to stimulate enthusiasm in 
the salesmen as it is to create cus- 
tomer interest if a store is to keep 
right up on its toes all the time, we 
believe,” says P. B. Collins, manager 
of the Palmer Bootery, Chicago. 

“One way we have found to in- 
crease enthusiasm in the sales force 
is by giving them an opportunity to 
make two sales instead of one, by 
means of combination offers.” It 
works something like this: A woman 
comes in for a pair of black oxfords. 
She finds one that fits her to a T and 
she’s all pepped up over the pleasant 
transaction. 

“How about a brown pump?” 
suggests Salesman A, with a cheery 
smile. “We are making combina- 
tion offers on two pairs of shoes 
bought at one time.” 

He produces the brown pump, it 
proves to be to her liking, and, being 
a woman, a combination offer is also 
much to her liking, and the deal is 
quickly closed. The combination 
offer permits her to buy a pair 
of, say, $7.00 shoes and a pair of, 
say, $5.50 shoes for the sum of 
$12.00. This plan has proved to be 
tremendously successful, according 
to Mr. Collins. 





HAT do you know about a 

shoe merchant who deliber- 
ately cuts down the office detail so 
he may have more time for golf? 
That’s the excuse Chester Herold of- 
fered me as we talked in his San 
Jose store. But then any man who 
cuts down the office work and at the 
same time puts his sales organiza- 
tion on a more efficient basis de- 
serves to be allowed to shoot a little 
extra golf. 

“In this age we classify as 
“Speedy” every one who is in a 
hurry, or thinks they are, which is 
just as bad,” quoth this w.k. shoe 
merchant. “We were having trouble 
with people calling up asking: 
“Where are my shoes you ordered 
for me?” We knew we ordered them 
by air mail. We knew our factories 
give us fairly prompt deliveries. 
When one is waiting for anything, 
whether it be shoes, elevator or 
friend wife, the elapsed time seems 
longer than it really is. So—the 
special order blank came into being. 








“Another angle is: A salesman 
makes the order out right before the 
customer. Every detail is written 
down, even to the expected date of 
delivery. When Mrs. Jones calls up 
asking for her shoes, we are able to 
tell her just when they were prom- 
ised. This is the same date as the 
salesman told her, so no misunder- 
standing is apt to come up. The 
men are well coached as to the time 
it takes to get the shoes to us, which 
helps considerably. 

The men are also instructed to fill 
out every detail, so when the special 
order comes to the buyer’s desk, it is 
simply a routine matter of making 
out the factory order. 

One thing the factories like about 
these orders is the serial order num- 
ber which is shown in the upper 
right-hand corner. Whenever we 
wish to refer to an order, mention 
of this number guarantees the pre- 
cise order we are talking about. It 
is a great thing in eliminating mis- 
understanding. These factory orders 
are made out in triplicate, the white 
going to the factory, the green filed 
under the customer’s name for ref- 
erence while in the works, the blue 
is the permanent record. 

The customer who is asking for 
the exceptional things is the fussiest 
one, as a rule; hence the need of 
having everything down pat. Single 
pairs can eat up a lot of the boss’s 
time unless he has some way of keep- 
ing them in control. Under the meth- 
od just outlined the salesmen do not 
have to come to me with a single 
question. We are able to make more 
sales through using these blanks, as 
the customer knows we have some 
sort of a system in taking care of 
the details. Then the boss can keep 
his desk clean. Aad when his desk 
is clean, he can have more time for 
golf, if he likes golf.” 


7 E power of suggestion is a 
good salesman,” declares W. B. 
Woods, manager of Makoff’s Classic 
Shop Shoe Department, Salt Lake 
City, “and sometimes is more effec- 
tive than is the most polished and 
premeditated sales talk. 
“A lady customer who buys all 
her street shoes from my department 
recently illustrated this to me. She 
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said: ‘I want to buy a pair of dancing 
shoes, but I’ll only wear them three 
or four times at the most. So I want 
you to show me something in a less 
expensive shoe than I have been 
wearing for the street.’ I selected 
several pairs of shoes in the less ex- 
pensive price range and of a differ- 
ent brand than she ordinarily wore. 
After trying them on, she selected 
a pair and asked that I stretch them 
for her before she took them out. 
Instead of going directly back and 
doing this, I brought another box 
of shoes—the most expensive danc- 
ing shoes in the store—and set the 
unopened box on the seat beside her, 
intending to show them to her after 
I brought her others back from the 
stretcher. When I came back there 
she was parading up and down 
before the mirror admiring her feet 
—she had on the dancing shoes that 
had been in the box at her side! 

“ “How much are these?’ she want- 
ed to know. Those are $13.50. 
‘Well, they’re the brand I usually 
buy—I like them better, so I'll take 
them instead of those others.’ 

“Thus a sale for double the 
amount of the first shoe was made 
simply by setting the box down be- 
side her and leaving her alone with 
it. The power of suggestion and 
the natural curiosity to see what was 
inside prompted her to open it and, 
having opened the box and finding a 
very attractive pair of dancing slip- 
pers inside, she tried them on and 


sold herself.” 





EAR! HEAR! FOUND!! A 
man who is not trying to take 
customers away from other stores. 
The method Charles D. Cline is us- 
ing is to concentrate on his own 
trade in such a manner so as to keep 
them always sold on his store. Pos- 
sibly and probably these good cus- 
tomers will influence other good 
people to trade in the place where 
they are so well served. That is 
Cline’s best way of adding new 
names to his books of his Los An- 
geles and Hollywood shops. It 
should be stated that the French 
slipper does not go after the volume 
trade. The one dominant appeal is 
from the personal designs and the 
individual styles created for the 
store’s clientele. 
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WHAT is CRUSHED 





As the originators of the current 
vogue for rough leathers, among 
them Crushed Kid, we have re- 
ceived many inquiries from repre- 
sentative stores and manufacturers 
for a definition of crushed leather. 


Real crushed leather, to those who 
appreciate genuineness, means a 
skin that has been shrunken in the 





tannage, and not one that has had 
the grain effect embossed on it, or 


developed merely by boarding. 


In ordinary tanning, the skins are 
stretched, or worked-out, to obtain 
a flat surface and the maximum 
measurement. In the specialized 
tanning of real crushed or shrunk- 
en leather (also known as Levant ) 
the skins are contracted, resulting 


in a drawn-up surface. 


Valuable measurement is thereby 
lost, but the natural character and 
beauty of the grain is developed as 
in no other possible way. 





LEATHER? 











FOR almost three-quarters of a 
century R. NEUMANN & CO. has been con- 
tinuously selling crushed leathers including 
Crushed Kid, which it first showed to the 
shoe trade in the fall of 1931. 


NEUMANN'S Crushed Kid is clearly distin- 
guished by unusual mellowness and sup- 
pleness. It is made of similar choice, 
selected skins as are used for the finest 
grades of glace kid. It is not a matured 
Goatskin, nor of India tannage, Persian or 


’ similar species of raw stock. 


The character of the grain in NEUMANN’S 
Crushed leathers is developed in the 
special, pure vegetable-tanning, which 
alone requires three weeks time. This is 
followed by processes of slow-ageing and 
air-conditioning to mellow the leather, which 
extend into months. After aniline dyeing, the 
leather is finally finished by skilled hand 
operations. 


R. NEUMANN & CO. standards of quality 
are rigid and its leathers are world- 
renowned for excellence. This reputation 
will be maintained, even though price on- 
slaughts and imitations of the grain—but 
not the quality—may be made in efforts to 
influence acceptance. 


R. NEUMANN & CO. 


Established in 1863 


TANNERS OF FANCY AND EXOTIC LEATHERS 


HOBOKEN 


NEW JERSEY 
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Cook, E. S. Gerberich, Leo Goodkind, L. V. Hershey, 
C. J. Johnson, Jr., Harold C. Keith, J. Franklin Mc- 
Elwain, Fred A. Miller, J. O. Ball and Ruth S. Freeman. 

The important Retail Code Authority group, repre- 
senting all industries at retail, registered 100% atten- 
dance. Conspicuous in that group were the pair of 
principals and the pair of alternates representing the 
shoe industry. If shoes come in pairs, so does repre- 
sentation in the Retail Code Authority. Present there- 
for were Anthony H. Geuting and Ward Melville, 
representing the Retail Code Authority and James 
Wright and Jesse Adler representing the alternates of 
the Retail Shoe Code Authority. Other representatives 
of the trade were scattered through the Hall. 

The shoe and leather industries rate “high standing” 
in Washington. They have produced workable codes 
with very little possibilities of labor controversy in the 
clauses and text of their NRA agreements. 


HE Boot and Shoe Manufacturers Code Authority 

also came in for a share of praise in the efficient 
and economical administration of its code. J. Otis Ball 
spoke before the Group IV Conference and said: 

“There was a general agreement among the manu- 
facturers that approximately one-hundredth of one per 
cent of the gross sales of the shoe industry would be 
fair and perhaps an equitable charge upon the industry 
for the initial charge at least to see what could be done 
on the part of the association. 

“In the administration of our Code no member of 
our industry receives any salary. In fact, no member 
of the committee, with the exception of the executive 
vice-president of the Association and the secretary of 
th Association, receives any remuneration whatsoever. 
And the salary of the executive vice-president of the 
Association and the secretary are paid by the Asso- 
ciation. They have received no additional salary since 
the Code has been in effect, and the Code Authority 
does not remunerate any of the officers or the members 
of the industry. 


“In the body of our manufacturers there are 800 
units. 350 of these units make 82 per cent of the shoes 


CONGRESS OF THE CODES 


[CONTINUED FROM PAGE 15] 


in the industry. So you can well imagine that if 350 
of the 800 make 82 per cent, there are approximately 
150 units who make something less than 20 per cent. 
The recalcitrant minority in connection with code ad- 
ministration can be handled through a distribution of 
the Blue Eagle and its withdrawal. I would like to say 
that we have had very little difficulty, however, in 
collecting our funds, and we have collected over 90 
per cent of our budget within two months from the 
time that the statements went out.” 

The code administration was considered in an all-day 
session and because of the great importance of finan- 
cing, compliance, collection of statistics, complaints 
and the coordination of industry, it was perhaps the 
most widely attended meeting of the entire Washington 
conference. Unofficially we understand that the cost of 
operating the code authority for the Boot and Shoe 
Manufacturing industry is on a budget of approxi- 
mately $30,000. 

A point of query might here be made that if 600 
codes now in operation and the costs thereof rep- 
resenting a sampling of a modest minimum like 
that applied to boots and shoes and a maximum 
like that applied to hosiery, that the burden of 
industrial taxation added to the cost of goods 
would be so staggering as to justify Congressional 
inquiry. 

It was positively ludicrous to hear industries like 
the Slit Fabric and Shoulder Pad Code Authority say: 
““A code authority has ‘an office to maintain and it has 
an executive secretary and the various other persons 
(who are needed to make a code effective) to pay in 
the form of salaries.” This cute little industry has 
devised a method of an “invoice label” for the collec- 
lion of its funds, to meet the cost of administering its 
code authority. 

Officially the case of the retail dealer and his rela- 
tionship to all codes was expressed by Rivers Peterson, 
Chairman of the National Retail Code Authority who 
spoke on the subject of “Overlapping of Codes of Fair 
Competition.” Mr. Peterson said: 

“A fundamental trouble with most Codes is that they 


appear to have been drafted on the theory that the mem- 
bers of the industry are not engaged in other business 
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“ONE GOOD TURN 
SELL ANOTHER” 


Last Call 


to BUY 


GENUINE HAND-MADE 





“THE CORRECT DODGE 
FOR ALL OCCASIONS” 
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“SANDRIA”’ 


No. S7906—BIlk. Sat. Kid. 
Stitch Imit. Grey Silk 17/8 
TRE ieticiesccssieses $3.60 





for EASTER 


IN STOCK 





“REGENT” 
No. 1102—White Kid. 
16/8 Heel ...ccecccsoe $3.40 
Medium Pointed Toe Last. 


NET 30 DAYS 
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“SANDRIA” 


No. 1951—White Kid. 
16/8 Cuban Louis Heel. $3.60 
Medium Pointed Toe Last. 
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Additional charge 
of 25 cents less 
than three pairs. 


“EDNA” 
No. 1108—White Ki d. 


20/8 Louis Heel....... 83.40 
No. 0893—White Topo 
Cloth. 19-1/2/8 Belle Louis 
NE sn cccngeceuceues $3.40 
Pointed Toe Last. 








“NANNA” 


No. 1875--White Kid. 
16/8 Cuban Heel...... £3.60 
Medium Rounded Toe Last. 


To many women genuine hand-turned footwear represents a degree of footwear elegance 
they have been denied of long enough. Thi; Easter a great many are finding that the 
money is available to satisfy the pent-up desire to possess a pair of smart, comfortable, 

* satisfactory, hand-turned shoes—such as Dodge, Bliss & Perry make. * 


Order freely of these numbers and capture some of this new business. We are ready to 
ship promptly so that you should receive them in ample time for full play before Easter. 





“CRANSTON” 


No. 7450--Satin Kid. 
Stitched in) Black—Underlaid 
in Grey. 

No. 8450-88 Blue Kid. 
Stitched in Blue — Underlaid 
in Grey. 16/8 Continental 
BE cececeeuancoenne 83.60 
Medium Pointed Toe Last 
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“IDEAL” 


No. 6144—Brown Kid. 18/8 
Continental Heel .....83.60 
No, 8144—Blue Kid. 

No. 7144—Black Kid. 
Medium Pointed Toe Last. 
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TRY THIS 
ON ORDINARY § 
SHOES, 


THIS 

1S MELD IN NATURAL BAL. 
ANCED POSITION WITH * 
FOOT CONTROL SHOES 7 
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compare favorably with shoes that retail for 










several dollars more e made by the largest 
manufacturer of shoes in the world e over 60 
patterns to choose from e a complete range of 
styles e a complete range of sizes e unusual 
promotional cooperation from manufactur- 


er e all patterns and sizes shipped from stock. 


ujget a line of shoes that has 


all these teatwees PLUS 


FOOT CONTROL 


_ Foot Control shoes are City Club shoes that have the following fea- 


tures and patented construction—pocket in insole to accommodate 









____ wedges thus arch can be built up for each individual foot; flexible 






shank provides natural support and comfort; half hard 






half soft rubber heel controls correct tread, never wears 





uneven. 
Even without Foot Control, the City Club line for $5 and 
$6 retailer is the outstanding buy for any merchant, but 






think what Foot Control gives you !—corrective shoes thal 






are supertor lo even the very expensive kind. Foot Control 






gives you a decided advantage over all competition. e Let 
us tell you more about the City Club line and Foot Control. 









| PETERS BRANCH OF INTERNATIONAL SHOE CO. ST. LOUIS 






activities. The fact is, of course, that probably more 
than eighty per cent of the retail businesses of the 
country are small concerns, without clearly defined de- 
partments for handling the various products which are 
made subject to retail Codes. Obviously such merchants 
find it difficult to learn even the provisions applying to 
these varied activities, to say nothing of finding it 
possible to comply with all of them. 

“The situation is not confined solely to retail Codes 
for we find Codes for manufacturers which either in 
direct provisions, or in authority granted a Code Au- 
thority, permit establishment of rules governing retail 
trade, which rules are made without consultation of 
affected retailers. 

“The National Retail Code Authority recommends 
the establishment of a rule applicable to all Code Authori- 
ties that no Code Authority shall issue rules or regula- 
tions affecting those outside its own industry unless 
those outside interests have had the opportunity to 
present both to the Code Authority and to the Adminis- 
tration, any objection they may have to such regulations. 

“The establishment of these multiple Codes, each with 
its separate Authority, and the fact that nearly all 
classes of retailers carry assortments of merchandise 
subject to these Codes has naturally resulted in numer- 
ous demands for assessments and has brought about 
very serious complants from retailers resulting almost 
in insurrection against the entire Code program. 

Assessments being levied against retailers assume 
varying forms. In some cases a flat sum of ten or twelve 
dollars a year is asked, regardless of the size of the 
business or the extent to which the merchant may be 
engaged in the sale of certain merchandise. In others 
he is asked to pay a certain percentage of his sales, 
despite the fact that being a small merchant his account- 
ing methods do not reveal sales by commodities and a 
change in method of accounting would probably be more 
expensive than the amount involved. In one case the 
manufacturer levies a charge for Code Administration 
against the retailer by adding a certain sum to each 
invoice, based on the merchandise purchased. 

“In one instance a retailer, selling approximately $100 
a year of certain commodites was assessed $10. His 
complaint against the injustice was answered with the 
advice that if he didn’t want to pay the assessment he 
should get out of the business. 

“Theoretically such reasoning may be sound but prac- 
tically the merchant carries the kind of goods his 
customers want and in many cases the element of 
consumer service is a more controlling motive than the 
possibility of profit. It is to be assumed that NRA does 
not countenance restriction of consumer service merely 
because a dealer opposed payment of an inequitable 
assessment.” 


Lew Hahn, ex-chief of the Retail Code Authority, 
vigorously protested the conflict of codes. He said: 


“Codes must be fair, not only to those for whose direct 
operation they are intended, but they must be fair to 
those in related trades or branches of such trade and 
they must be fair to the public. 

“A great step forward in securing compliance with 
the intelligent provisions of wise codes could be achieved 
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by General Johnson and the President telling embryonic 
Hitlers that such powers of dictatorship as their own 
groups may have extended to them are not to be exer- 
cised for the control of those in other trades. 

“Retailers have their own retail code and there is no 
sound reason why they should be expected to comply 
with a host of other codes simply because manufacturers 
and wholesalers not satisfied with managing their own 
enterprises may seize the chance to dictate to retailers. 
I cite this condition for one reason only and that is to 
indicate the impossibility of successful administration 
of codes which overlap and duplicate and conflict in 
dozens of different directions. 

“Where conflict or overlapping of codes is unprevent- 
able, then the overlapping provisions should be set up 
by joint action and the administration of all such pro- 
visions should also be handled jointly. Until the NRA 
organization has become wise enough to require such 
joint administration where the rights and interests of 
more than one trade are involved, there can be no 
successful administration of such provisions.” 

Results of the Public and Code Meetings on NRA 
Problems held at Washington were characterized as 
“generally favorable to retailers” by representatives of 
the national retail shoe organizations attending sessions 
of the five Group meetings held. 

A. H. Geuting, Code Representative of the National 
Shoe Retailers Association, protested certain provisions 
of one Code, namely the Boot & Shoe Manufacturers’ 


Code. 

He filed specific briefs protesting, on behalf of his 
Association, three provisions of the Shoe Manufac- 
turers’ Code —those dealing with “contributions by 
manufacturers of all or part of the cost of customers’ 
advertising, where the manufacturer’s name or trade 
mark must appear in such advertising,” the “discount 
clause,” and the “provision prohibiting style show- 
where there is a participation fee.” 

“We hold that each of these provisions is spe- 
cifically unfair and injurious to retailers, and we 
believe that their modification would be not only 
in the interests of retailers, but in the interest of 
the manufacturers themselves,” said Mr. Geuting. 
He said that while he believed NRA to be the 
salvation of American business, rescuing it from 
threatened ‘chaos and anarchy,’ manufacturers and 
retailers should decide on their own terms of 
discount rather than having such _ regulations 
incorporated in Codes.” 

The National Council of Shoe Retailers submitted 
general briefs on the subject of price-fixing and Code 
administration. James Wright, vice-president of the 
Council, and Robert W. Schiff, member of its Board 

[TURN TO PAGE 60, PLEASE | 
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Hertz Hand Crushed Kid 























Original CRUSHED KID 


exclusively 


‘Kea great houses com- 
bine to produce the sea- 
son’s finest footwear. 
I. Miller has chosen 
Hertz Hand Crushed 
Kid because Hertz Hand 
Crushing is the only 
method that brings out 
the full beauty of the 
true grain in kid. 


The Hertz process is the 
result of long research 
and _ experimentation. 
Hertz Hand Crushed 
Kid is actually hand 
crushed, not embossed. 
That’s why it is incom- 
parable. That’s why I. 
Miller has selected it. 


It is available in the pre- 
vailing seasonal colors— 


MAX HERTZ 
LEATHER Co. 


46 Oliver St., Newark. N. J. 








When writing advertisers please mention Boot and Shoe Recorder 
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The Myopia 
A new style recently 
added to our stock de- 
partment and carried 
in two ways. 


No. 0078—Tan Calf 
No. 0079—Black Calf 












SLIGHTLY BOARDED COLORED CALF 
SEMI-BROGUE OXFORD IN TAN CALF 
WITH QUARTER FOXING 
Style No. 0078 
* 

IN BLACK CALF WITHOUT QUARTER FOXING 
Style No. 0079 
BOTH STYLES IN-STOCK 
AA to E—Sizes, 614 to 12 
* 


A Smart yet conservative Model— 
Comfortable with a strong appeal 
to the eyes 
IN-STOCK — UNBRANDED 


STACY-ADAMS 


COMPANY 
BROCKTON, MASS. 


Custom Grade Shoes for Men 


Since 1875 
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Dividends from Your Ad Dollars 
[CONTINUED FROM PAGE 28] 


and while we used statement inserts, 
they proved of no value whatever. 
You know what type of a store you 
operate, you know whether or not, from 
what I have just told you, you can use 
newspapers or direct mail as the major 
item in your budget. May I urge you 
to go home and lay out a definite plan 


of advertising from now until you have | — 


your mid-Summer sale? 

Don’t do as so many stores do, wait 
until the newspaper man comes around 
for an ad, then hastily give him a 
manufacturer’s mat, or throw some- 
thing together and put it in tonight’s 
paper, and then wonder why it doesn’t 
take. 

Take the amount of money that you 
have available to spend for advertis- 
ing for March, April, May and June, 
decide what you are going to allocate to 
each of the various media that you can 
use. If you decide direct mail and 
newspaper is your story, then give a 
definite amount to each one. 

‘Then figure out how much of each of 
these various items your money will 
buy, lay your plans on what you are 
going to advertise, and then do it. 


It has been proved time and time} 
again that the most productive advertis- F 
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ing you can do is while you are coming — 


into and just ahead of your peak in 


sales; and when your sales are at the 4 


top point, that is the time to begin to 
recede in your advertising expenditure. 

If you spend money fifty-two weeks 
out of the year on the same identical 
basis, your advertising cannot pay out 
for you; but if you spend heavily dur- 
ing the month of March, while you are 
approaching the Easter season, with a 
slight drop-off in April due to the after- 
Easter loss, and start back in strong 
the latter part of April and continue 
right on into May, and possibly the first 


week in June, and then slide off for 


your July clearance, your advertising # 


has a chance to do something for you, 
for people are in the mood to buy. 


And, as I told you earlier in my talk, 


advertising is no force of magic. It e| 


won’t sell merchandise in volume when 


people are not in the buying frame of v 


mind. Of course it will build up some 


good will for you, but unless you have §_ 
a lot of money to spend, you can’t al- fF 
advertising, F 
you’ve got to buy selling advertising, > 


ford to buy good-will 


advertising that will send people to 


your store to buy your merchandise F 
Isn’t that F 


when they want to buy. 
clear?—and isn’t it simple?—and isn't 
it true? 


Make your advertising say some f 


thing. To me, there isn’t anything in 
the world any more pathetic than a cut 
of a shoe with a few commonplace re 
marks, a price, and the dealer’s name 
Gentlemen, you had better give the 
money to charity, because you are mak- 
ing a donation. 

[TURN TO PAGE 42, PLEASE] 
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How the Cube Shoe Sir 


answered the question: 


“WHAT CARPET 
FOR OUR 
MODERN SHOPS?” 


HE INTERIOR of the Gude Shoe 

Store in Los Angeles is a fine ex- 
ample of the modern trend in store 
arrangement and decoration. 

Floor beauty ... comfort . . . long 
wear were all needed. All three were 
assured by the choice of carpet woven 
by Mohawk. Mohawk Carpeting is 
particularly suited for retail shoe stores 
because it combines rich coloring and 
beauty with exceptionally long wear. 
It satisfies decorative requirements 
and the need for an economical money 
investment today. 

Mohawk has been producing fine 
rugs and carpets for stores, hotels, 
theatres, clubs, offices and homes for 
over 50 years. Mohawk Carpet Mills 
are the largest manufacturers today in 


America making a complete line of all 


woven floor coverings in all weaves 
and grades—in a wide range of colors 
and patterns. With such a variety of 
grades, figured patterns and rich plain 
colors to choose from, you can be sure 
to find the carpet that meets your 
needs at the price you desire to pay. 

A special advisory service will help 
you select the weave, pattern and 
color best suited for your store. A 
Mohawk carpet specialist will give 
this service at no extra cost. For this 
help and information about any 
Mohawk rug or carpet, write the near- 
est Mohawk Sales Office, or Mohawk 
Carpet Mills, Contract Carpet Depart- 
ment, 295 Fifth Avenue, New YorkCity. 


Moh 


REGIONAL SALES OFFICES) 


ATLANTA 
DETROIT - 


BOSTON CHICAGO 


LOS ANGELES - 


PHILADELPHIA - 


DALLAS . DENVER DES MOINES 
SAN FRANCISCO - SEATTLE - ST. LOUIS 


(LEFT) Men's shop 
in the same store. 
Again Mohawk 
Cabinet Carpet 
makes this room 


more attractive. 


When writing advertisers please mention Boot and Shoe Recorder 





Rose shop in Gude’s 

Shoe Store, Los An- 

geles. Mohawk Cab- 

inet Seamless Carpet 
on the floor. 


Note interesting effect of using specially designed 
wide Mohawk Braeside Wilton runners in 
in another part of Gude’s Modern Store. 
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Details Make Perfection 
[CONTINUED FROM PAGE 21] 


are being shown, and on what particu- 
lar purpose or objective you have in 
mind in planning the individual dis- 
play. 

For the average window, it’s prob- 
ably best to strike a happy medium, 
not too many pairs and not too few. 
We have seen windows filled with 
shoes that were effective selling dis- 
plays. The objective in such cases was 
to show the customer a great variety 
and impress him with the number of 
styles and types of shoes at his com- 
mand. Men like to look at a lot of 
shoes and compare the lasts, colors and 
leathers. On the other hand, some of 
the most striking displays we have ever 
seen have shown only a few pairs, 
sometimes only one. Such windows are 
usually those that strive to produce an 
impression of quality, class or distinc- 
tion. It’s an individual matter for the 
individual store ‘or for the particular 
type of window you are planning. 

The planning of a window involves 
much the same considerations of bal- 
ance and harmony of the various ele- 
ments that an artist employs in the 
composition of a painting. That sounds 
a little difficult, perhaps, for the aver- 
age shoe man doesn’t think of himself 
as an artist. But he doesn’t have to 
be. It is very largely a result of ob- 
servation and experience. Study the 
good windows in your town, not merely 


shoe windows, but all sorts of displays | 


that might give you an idea for an ef- 
fective treatment. Then work it out 
carefully by trial and error until you 
get the effect that is most pleasing. If 
it pleases you the chances are it will 
make a favorable impression upon 
others also. 


Geo. W. Wilkins Promoted 


ROCHESTER, N. Y.—Changes in the 
Rochester district last week included 
the appointment of George W. Will- 
kins, former assistant, as manager of 
the Rochester office of the United Shoe 
Machinery Corporation, to succeed 
George E. Bunker, who has retired. 

Harry A. Gruntler also was appoint- 
ed district manager for the same office. 


Armond Weil Heads Globe Shoe 


SAVANNAH, Ga.—Armond S. Weil 
has been elected president of the Globe 
Shoe Co. here, succeeding the late 
Moses M. Smith, who died suddenly 
Jan. 15. Mr. Weil was vice-president 
and has been for many years one of 
the principal owners of the business. 
Mrs. Clementine Clyburn, sister and 
sole heir of the late Mr. Smith, was 
made vice-president. Miss Laura C. 
Johnson was made secretary-treasurer. 

Mr. Weil has been with the Globe 
Shoe Co. for a quarter century, and 
has seen the business grow from a 
small beginning to one of the leading 
retail shoe stores of the South. 
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Time Start National Campaign 


[CONTINUED FROM PAGE 24] 


Public Schools, who, in conjunction 
with the academic, high school work, 
are given the opportunity of a two 
years’ training course in practical shoe 
making and no boy graduates from this 
school until he is competent to make a 
shoe from the laying of the pattern to 
the placing of the shoe in its finished 
form in the carton for shipment. 

A recent addition to the personnel of 
the management is Dr. John P. Troxell, 
former Professor of Economics at Duke 
University, from which position he was 
called to act as Administrator for the 
Board of Trade in all matters relating 
to labor adjustments. His familiarity 
with the industry dates back to 1930, 
when he was for a long period of time 
engaged in the same character of work 
for the shoe industry in New England. 

Following are the 1934 officers, 
board of directors and committees of 
the Shoe Manufacturers’ Board of 
Trade of New York: President, Morgan 
Grossman; Vice-President, Michael A. 
Miller; Secretary, Larrie H. Sass; 
Treasurer, Simon Goldstein; additional 
directors: Murray D. Fine, H. R. Gar- 
side, Andrew Geller, Emanuel Gross- 
man, Julius J. Pincus, G. B. Rosenfield, 
Philip Weinstein. 





Labor Board—Jerome Altschul, H. 
Rk. Garside, Murray D. Fine, Andrew 
Geller, Emanuel Grossman, F. S. 
Kauder, M. A. Miller, Dan Palter, 
Julius J. Pincus, Morgan Grossman, 


Ex-Officio. Alternates—Sam J. Meyer, 
Michael J. Wolf. 
Finance and Budget Committee- 


Murray D. Fine, H. R. Garside, Simon 
Goldstein, F. S. Kauder, Morgan Gross- 
man, Ex-Officio. 

Publicity Committee—Herman Del- 
man, Emanuel Meyer, Simon Goldstein, 
Larrie H. Sass, Philip Weinstein, Mor- 
gan Grossman, Ex-Officio. 

Trade: School and Superintendents’ 
& Foremen’s Association Committee- 
Jerome Altschule, Jr., Simon Goldstein, 
Alfred W. Payne, Sr., G. B. Rosenfield, 
Charles W. Strohbeck, M. J. Wolf, 
Morgan Grossman, Ex-Officio. 

Membership — M or gan Grossman, 
John P. Troxell. 

New Activities Committee — Wm. 
Bressler, Simon Goldstein, Dan Palter, 
Charles W. Strohbeck, Jr., Morgan 
Grossman, Ex-Officio. 

Code Committee—F rank Garside, 
Andrew Geller, Emanuel Grossman, 
George Miller, Dan Palter, Julius J. 
Pincus, Morgan Grossman, Ex-Officio. 








Dividends from Your Ad Dollars 


[CONTINUED FROM PAGE 40] 


What do I mean? Just this. When 
your sales people show a woman a shoe, 
do they hand her a shoe and say, 
“Madam, this is an oxford; we have it 
in black and brown kid. The price is 
$10.50. Many others in the same clas- 
sification.” 

No, they don’t say that. They prob- 
ably say, “Now here is an oxford that 
represents one of the newest notes in 
fashionable oxfords for Spring, and you 
known, oxfords in their various inter- 
pretations are the leading fashion this 
Spring. Now this one, as you can see, 
is a three eyelet type. Notice the 
dainty perforation, and the stitching, 
and the open throat effect, which gives 
the foot that slim appearance.” 

Maybe not just those words, but the 
point I’m trying to get across is, they 
give the woman a definite reason for 
buying the shoe, don’t they? Then 
why not do it in your advertising?— 
isn’t it sound logic? Go home and look 
at your advertising that you have been 
doing, and see how many fashion rea- 
sons you have put into it, and I be- 
lieve you’ll be surprised. 

Another thought, and this is pri- 
marily to you men who run exclusive 
shoe stores, and it is an aid toward get- 
ting the greatest possible returns from 
your newspaper advertising. I know a 
lot of shoe manufacturers will disagree 
with me because of what I’m going to 
say. 

Let me suggest this: Why not buy 
a quarter-page ad at the beginning of 





the Spring selling season, we’ll say the 
first week in March, and tell women the 
story of perforated shoes. You know 
they’re good, and I know they’re good, 
you know they are going to represent 
the one big selling item this Spring, so 
sell them perforation, and take up 
about half or two-thirds of the space 
for that; then illustrate about three or 
four shoes of your various grades, and 
tell in the copy describing the shoes 
what shoes they are, and give the 
prices. 

That can be followed up around 
Health Shoe Week with a health shoe 
ad, and show all of your health shoes 
in one ad, but sell the story of health. 

That can be followed by a white shoe 
ad. You know that we are going to 
have the greatest sale of white shoes 
we have ever had, so let’s sell the white 
idea to the consuming public. 

Don’t you see what I’m driving at? 
I want you men in exclusive shoe stores 
to sell a fashion idea to the women, and 
establish your store as one of fashion 
importance, 

Then tie that whole thing up with 
your windows. When you have in the 
perforated ad, have nothing but per- 
forated shoes in your women’s window; 
when you put in the white shoe ad or 
the health shoe ad, do likewise. Have 
your sales people carry through on that 
thought. That will bring results, be- 
cause it has been tried and proved in 
several stores. 
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by specifying 


FITZ-ON 


4 TO p. Ul FTS 


Fitz-on tops are wanted by every woman 
who sees them. 





They are entirely practical, and longer wearing 
than most other tops. 


They are available on shoes carrying any style 
of Cuban or Louis wood heels. 


Fitz-On top refills are not sold by cobblers — 
women can get them only from stores selling 
Fitz-On equipped shoes. 


The first retailers to sell shoes with Fitz-On tops 
in each city are reaping a tremendous sales 
advantage. 


Your shoe manufacturer can supply them upon 
demand at less extra cost than the profit on one 
sale of refills—the average is nearly three such 
sales for each pair of shoes. 


. 
FITZ-ON SALES CORPORATION FRED W. MEARS HEEL CO. Inc. 
356 Franklin Street 140 Federal Street 
WORCESTER MASSACHUSETTS BOSTON 


When writing advertisers please mention Boot and Shoe Recorder 
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BEAUTY plus PERFORMANCE 


Celastic builds the style and beau- 
ty of the designer’s creation into 
the toe of the finished shoe. Perfect 
reproduction, however, means but 
little if the style lines cannot be 
preserved. Through its unique fus- 
ing qualities, Celastic moulds the 
lining and doubler into one unit, 
fully protecting the original style 
lines and giving the toe a durability 
that allows it to serve throughout 
the life of the shoe. 


United Shoe Machinery Corporation 
BOSTON, MASSACHUSETTS 


THE QUALITY BOX TOE 


When writing advertisers please mention Boot and Shoe Recorder 
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DEPARTMENT STORE SALES IN FEBRUARY 1934 


WASHINGTON, D. C.—Preliminary 
figures for February indicate that, as 
is usual at this season, there was lit- 
tle change in department store sales 
from the preceding month. The Fed- 
eral Reserve Board’s Index, which 
makes allowance both for number of 
business days and for usual seasonal 
changes, was 70 in February on the 
basis of the 1923-1925 average as 100, 
compared with 69 in January and 69 


February 
Total ane ; +16 


Federal Reserve districts: 


New York ...... 
Philadelphia . 
Cleveland ... 


Richmond ... 
Atlanta 
Chicago 

St. Louis. . 


Minneapolis 

Kansas City . 
Dallas on 
San Francisco . 


Wholesale Prices Strong 


WASHINGTON, D. C.—“Wholesale 
commodity prices again resumed their 
upward trend during the past week 
and advanced by three-tenths of 1 per 

. cent,” according to an annnouncement 
made by Commissioner Lubin of the 
Bureau of Labor Statistics of the U. S. 
Department of Labor. “Present 
prices,” Mr. Lubin said, “are 73.6 per 
cent of the 1926 average as compared 
with 73.4 per cent for the week ending 
Feb. 24 and within one-tenth of one per 
cent of the high for the week ending 
Feb. 17, when the index was 73.7. The 
advance was due largely to the rise 
in the market prices of farm products, 





+9 


4. 
+29 





in December. 

In comparison with a year ago, the 
value of sales for February according 
to preliminary figures was 16 per cent 
larger. Increases compared with last 
year were reported for all districts, 
the largest increases being in the Dal- 
las, Atlanta, Chicago and Cleveland 
districts. The aggregate for the first 
two months of the year was 17 per cent 
larger than last year. 


Jan. 1 Number of Number 
to reporting of 
Feb. 28 stores cities 
+17 50 258 


+15 55 29 
+9 54 27 
+10 30 13 
+27 20 12 


foods, miscellaneous items, housefur- 
nishing goods and metals. 
“As compared with the low point of 


‘the year 1933 (week ending March 4), 


when the index was 59.6, prices are 
up 23% per cent. The index is slight- 
ly more than 11 per cent higher than 
for the corresponding week of two 
years ago, when the general average 
was 66.2 per cent of the 1926 prices. 
The general average is about 23 per 
cent below the average for the year 
1929, which registered 95.3. 

“Present prices are 2% per cent over 
the high point reached during 1933 
(Nov. 18) when the index stood at 71.7. 
They are 4 per cent above those for 
the first week of January.” 





EVERY WEEK 


The greatest increase was shown by 
the farm products group which rose 
by 1.8 per cent. The index for this 
group, 62.0, is nearly 53 per cent above 
the corresponding week of one year 
ago and 22 per cent over two years 
ago, when the indexes were 40.6 and 
50.9, respectively. The food group rose 
seven-tenths of 1 per cent to a level 
of 67.5. Food products are now 26 
per cent over the level of a year ago 
and nearly 8 per cent above that of 
two years ago, when the respective 
indexes were 53.4 and 62.7. 

The hides and leather products 
group, although registering a slight 
decline for the week, is 33 per cent 
above a year ago and 15 per cent over 
two years ago. Textile products weak- 
ened slightly to an index of 76.6. Tex- 
tile prices are 51 per cent over the 
corresponding week of 1933 and 30 per 
cent above 1932. 


———__—_—_—— 
JOINT STYLES CONFERENCE AND FALL 
LEATHER OPENING OF N.S.R.A. AND TAN- 
NERS COUNCIL. HOTEL ASTOR, NEW YORK, 
N. Y., APRIL 16 AND 17 
——————————————— 


Volume Styles Committee 


Boston, MAss.—Elkan R. Myers, of 
D. Myers & Sons, Baltimore, has been 
appointed chairman of the Committee 
on Volume Styles which will represent 
the National Association of Shoe 
Wholesalers at the Styles Conference to 
be held in New York April 16 and 17. 
Other members of the committee are: 
Harry D. Hurd, Hurd Shoe Co., Utica; 
N. Y.; Henry Bell, Jr., Bell Walt & Co., 
Philadelphia, Pa.; Francis B. Master- 
son, Hub Shoe Co., Boston, Mass.; 
Irving Sachs, Shu-Stiles, Inc., St. Louis, 
Mo.; August Levy, The Charles Meis 
Shoe Co., Cincinnati, Ohio; Harry C. 
Weiss, J. Weiss Shoe Co., Inc, New 
York, N. Y.; George M. Groves, The 
Grove Shoe Co., Chicago, JIl., and Miss 
Mollie F. Hurley, New York Stylists, 
Inc., New York City, advisory member., 





STYLISH SHOES 
FOR GROWING GIRLS 





Smart $4.00 Retailers, 
with a profitable mark-up 


Write for illustrative folder of complete line 


“The STROLLER” 


No. 2069—White Kip Elk moccasin blu. 
oxford; white rubber sole and heel. 
No. 2033—Brown Kip Elk 
moccasin blu. oxford; vis- 
— leather sole and 
eel. 


No. 2034— 
Light smoked 
Kip Elk moc- 
casin blu. ox- 
ford; neutral 
rubber sole 
and heel. 





IN STOCK 
AAA 4-9 @ AA 4-9 @ A 4-9 
B 3-9 @ C 3-9 





“The GOLFER” 


. 2082—White Kip Elk bal oxford, brown 
NS: is and cous stay; white rubber 
sole and heel. 
No. 2032-—Black calf sad- 
dle and back stay; white 

rubber sole and heel. 


THE 


EXCELSIOR 


SHOE COMPANY 


Portsmouth, Ohio 
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NASHVILLE’S “NEW ARMSTRONG’S” 


NASHVILLE, TENN.—With the moving 
of “Armstrong’s” from Fifth Avenue to 
the corner of Capital Boulevard and 
Church Street (and in the process, be- 
coming the “New Armstrong’s), Nash- 
ville has been enriched by a store that 
is modern and up-to-date in every re- 
spect. And not to be relegated to the 
background is the fine women’s shoe 
department, with its smart, modish dis- 
play cases, full-length mirrors, and 
lighting fixtures. This department be- 
speaks Comfort with a capital “C.” It 
even has an upstairs lounge with a 
piano, and the inviting chairs with the 
accompanying ash-receivers seem to say 
“tarry awhile” to the feminine cus- 
tomer. 

A feature which is apparently be- 
coming more and more popular in the 
modern store is the omission of rows 
of shoe cartons as part of the decorat- 
ing scheme. This department does 
away with this questionable “decora- 
tion” by keeping their stock in alcoves 
in the back part of the room. Another 
factor in the attainment of a homey 
and distinctive atmosphere is the taste- 
ful display of merchandise. The show 
case is not over-crowded, and the four 
displays (a single pair of shoes in each) 
above the mirrors is an idea both novel 
and effective. 


New Orthopedic Store 


Tacoma, WaSH.—lIral I. Stewart, 
Portland, Oregon Cantilever dealer, is 
opening a new Orthopedic Shoe Store 
in Tacoma, Washington ‘on March 8. 
This store will be operated under the 
“Foot Health Headquarters” idea of 
Orthopedic Shoes, Inc., and will carry 
Cantilever, Ground Gripper, Dr. Kahler 
and Physical Culture footwear. The 





Alvin T. Armstrong is the proud 
owner of Nashville’s most recent addi- 
tion to its civic betterment, and in ref- 
erence to his move he makes the fol- 
lowing comments: 

“It is our first move in twenty-eight 
years and our entire organization feels 
a certain regret in leaving Fifth Ave- 
nue,” said Mr. Armstrong. “With the 
completion of our new store, which rep- 
resents a very substantial investment 
in Nashville’s future, I feel that my 
faith in Nashville’s march of progress 
will be more than justified in the 
months to come. It was thirty-six years 
ago that I was taken into Nashville’s 
retail circle by Castner-Knott Company 
as an errand boy and tomorrow we be- 
come neighbors with the opening of the 
new Armstrong’s. I desire to publicly 
thank the Castner-Knott organization 
for their splendid and helpful coopera- 
tion by permitting the use of their 
entrances into our second and third 
floors while our elevators were being 
installed. I sincerely hope that all 
Nashville will enjoy their first inspec- 
tion of our new store just half as much 
as we have enjoyed making it ready 
for them.” 

The shoe department is headed by 
Cecil Harper, buyer and manager. C. E. 
Francis and B. Greenwood are sales- 
men. 


store will be under the management of 
Mr. C. E. Niles who has been with Mr. 
Stewart in Portland for, the past three 
years. 


Lloyd W. Johnson, former manager 
of the Cantilever store in Dallas, Texas, 
will take Mr. Niles’ former position in 
Portland. Mr. Stewart reports in- 
creasing interest throughout the North- 
west in orthopedic footwear. 
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» WHAT'S SELLING 4 


Colors Outselling Black 


DALLAS, TExAS—Shoes that will make 
Easter advertisement headlines in the 
Southwest are already making their way 
into Dallas displays. 

“The extreme simplicity and youthful 
lines of apparel necessarily will give an 
increased importance to shoes this 
Easter,” said Harold Volk, of Volk 
Beos., “highlighting their intimacy of 
pottern. 

“Stitchings and perforations take to 
streamlines this season, and dressmaker 
touches, as in suits and dresses, appear. 
A tailored pump uses, in lieu of the 
usual tailored bow, a miniature 
ascot with scarf pin to complete the il- 
lusion, and a sandal, developed in kid 
ard in fabric, ornaments its vamp with 
a »ow knot placed on the slipper toe. A 
sports shoe of high cut is zipped up the 
front rather than laced. 

“For the first time since 1927, colors 
are outselling black,” Mr. Volk said. 
“Nu-navy comes first, for dominant 
Spring costume tones point to a pre- 
ponderance of navy accessories. Brown 
is placed secondly and the shade is in- 
terpreted in a tone more ‘colorful’ than 
those of Winter. 

Evening sandals with straps decorated 
in riotously hued brilliants are being 
featured at both Volk’s and Neiman- 
Marcus Co. for formal evenings during 
the Easter season. 

Still other prominent Easter shoes be- 
ing featured in Dallas are a blue tailored 
kid oxford with blue stripping, punched 
and underlaid with gray. A three-eyelet 
tie in kid with stitched heel and toe. 
Pigskin oxford trimmed in black glazed 
kid and white glazed kid taking white 
perforation for trim. A stunning de 
luxe sandal developed of kid and suede 
in pastel shades, including corn, blue, 
green and pink. 

After the Easter parade, Dallas mer- 
chants predict strongly that white will 
be prominent with both pastels and high 
colors following. White will also be 
worn in combination with all other col- 
ors through the Summer months. The 
heel range will be from one to three 
inches—the one-inch heel running the 
gamut from active sports to evening. 
Perforations will be used extensively on 
into Summery August. 


Two Hot Numbers 


LonG BEACH, CALIF.—Introducing a 
lady’s T-strap shoe both in black and 
brown kid priced at $4.80, twenty cents 
below any shoe previously sold in the 
department, has brought volume sales to 
the ladies’ shoe department of The Wise 
Company, Broadway at Pine Street, this 
city, according to Charles L. Feather- 
stone, Jr., manager ‘and buyer. ° 

The new number is popular for two 
reasons, Mr. Featherstone states. The 
first reason is that it can be made to 
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serve all purposes: street wear, semi- 
dress and formal dress wear. The sec- 
ond reason is that even with the Cali- 
fornia State sales tax added, it still is 
slightly below five dollars. The num- 
ber is equally popular in black and 
brown. 

A second popular number is a fine 
satin, four-eyelet tie with inside suede 
quarter of corresponding color. This 
number has an 18-8 boulevard heel and 
is priced at six dollars and over. It is 
a very dressy shoe and is in demand 
by girls and women of all ages. 


Omaha’s Spring Openings 

OMAHA, NeEB.—Most of the shoe 
shops, especially those professing to 
be style marts for ladies’ shoes held the 
Spring Opening, Saturday, Feb. 24. 
Among such were: Brandeis Stores, 
Berlands’, Nebraska Clothing Co., Hay- 
den Bros., Buck’s Booterie and Napiers’. 
Kilpatrick’s opening was held a week 
later and differed from all others in 
that this shop came out strong for 
“anything so it is blue.” 

Smart shops pushed beige, browns, 
reptiles and blacks, and one house 
showed 66 different patterns in ladies 
shoes. Napiers’ went most of the shops 
one better in that gowns of different 
colors were borrowed from a_ shop 
nearby and were surrounded by three 
to ten styles and colors of shoes that 
would be chic for wear with gown col- 
ors shown. The shoe shops of Omaha 
now carry hosiery and bags and all the 
displays were further enhanced by a 
display of proper colors of such acces- 
sories to use in connection with the 
new Spring styles of shoes. 

Displays indicate there will be a de- 
termined effort by all dealers here to 
push three separate lines—pumps, mili- 
tary heels and sports. The prices range 
all the way from $3.45 to $10.00. 


Vivid Colors in Demand 


Los ANGELES, CAL.—Vivid colors in 
open-toe and open-heel semi-sport buck 
sandals are in demand among the cus- 
tomers of the main floor shoe depart- 
ment at the Broadway Department 
Store here. The sandals are adapted 
for street wear and are considered an 
improvement for that purpose over the 
pajama type sandal. Bright red, bright 
green, and bright blue are all popular, 
with red leading because of its more 
general adaptability to different colored 
costumes, according to R. K. Smith, 
assistant manager. 


Eight Eyelets 


Boston, Mass.—C. Crawford Hool- 
idge features a new walking shoe, of 
ostrich, bicycle pattern, with eight brass 
eyelets, the shoe being high fronted, 
and a strap crosses the lace row and 
fastens off on the side with a harness 
buckle, also of brass. The sole is 
welted, and the heel, of walking height, 
is of leather with a high polish. 
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Y FOR MEN 


WHO WANT STYLE 
PLUS Comfort 


“Trade Builder” Shoes have as their base the 
prime values of durability and comfort. These 
essentials are built into our dress shoes, so that 
style—authentic, up-to-the minute appearance 
is NOW available for merchants who want to offer 
their trade the utmost in real value. 


NEW! 
THREE STYLES IN-STOCK 


NO. 8 LAST 


Made of full grain Black Calfskin, first quality 
9-iron sole, 5-iron leather innersole, full grained 
calf quarter lining, steel arch support, Wingfoot 
rubber heel. 


$3.15 BLACK CALF $3.25 BROWN CALF 
$3.35 KANGAROO 


10c per pair extra west of Denver. 
“Trade Builders” are great fitters! 


QUICK SERVICE 


IN” STATIONS 


LINCOLN, NEBR. 


CINCINNATI, OHIO PHILADELPHIA, PA. 
Nadler’s Inc. Bell, Walt & Co., Inc. 
CLEVELAND, O. PITTSBURGH, PA. 
The Whitney-Roth Shoe Co. Newell & Schneider 
DENVER, COLO. 
The Jos. P Dunn Shoe & Leather Co. 
DETROIT, MICH. 


Co 
SAGINAW, MICH. 
Michigan Shoe 

ST. PAUL, MINN. 
Scheffer & Rossum Co. 
SEATTLE, WASH. 
Washington Shoe Co. 
SIOUX CITY, IA. 

Earl F. Berg 
SPOKANE, WASH. 
The Adams Leather Co. 
SPRINGFIELD, MASS. 
M.T.ShawShoeCo.of NewEngiand, inc. 
TOLEDO, OHIO 
Ainsworth 


Hinckley- Tandy Leather Co. 
GRAND RAPIDS, MICH. 
Hoekstra Shoe Co. 


HUNTINGTON, W. VA. 
The Jeff Newberry Co. 


INDIANAPOLIS, IND. 
E. P. Bayless Shoe Co. Shoe Co. 


LEXINGTON, KY ZANESVILLE, OHIO 
Dry Goods Co. The Black & Grant Co. 


M.T.SHAW INC. 


COLDWATER MICHIGAN 
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WHERE TO BUY 
Men’s Shoes 


Shoes Now Retail $9 to $20 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 

















MEN’S "FINE SHOES 
OLD COLONY SHOE CO. a ge 


NEW YORK gastos, | 


L_Marbridge Bide. 








ORIGINAL 


Didt, 


FOR MEN 
J. ®. SMITH SHOE CO. 
Chicago, Ill. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., 
Buffalo, N. Y. 


inc. 











WHERE TO BUY 


Riding Boots 


\ RIDING BOOTS 
~ IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 

Boots. / 


Write for catalog. 
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EDISON BROTHERS EXPANDING ON WEST COAST 


Los ANGELES, CAL.—Edison Brothers 
have enlarged their merchandising fa- 
cilities here by installing a new Leed’s 
Shoe Store at 737 S. Broadway, a new 
Chandler Boot Shop at 406 W. Seventh 
Street, and a new Burt’s store at 751 
S. Broadway. A new warehouse has 
been installed at 739 S. Broadway. 

The Pacific Coast general offices of 
the company have been moved from the 
Leed’s store at 525 S. Broadway to the 
new Leed’s store at 737 S. Broadway. 

Jack Westbrook, formerly manager 
of the Leed’s Seattle store has been 
transferred here. He is assisted by Lee 
Roth, formerly of Miami. Allen Deane 
is manager of the Chandler Boot Shop 
as he was in the old location, and 
William Podas is manager of Burt’s, 
his assistant being Charles Reitman, 
both old employees of the company. 
J. M. Arenson remains as Pacific Coast 
manager. 

The new Leed’s store at 737 is per- 


Stewart Store Reopens 


Iowa City, Iowa—The Stewart Shoe 
Co. has been reopened by Leslie A. 
Moore and Virgil Grandrath to handle 
exclusive and popular priced footwear. 
Mr. Moore has been with the Stewart 
store since 1932, and previous to that 
time was manager of the shoe depart- 
ment at the Yetter store. The interior 
has been redecorated in a black and 
gold color scheme and new furniture 
has been installed. 


Opening Additional Branches 
CoLuMBus, OHI0.—The Miller-Jones 


Co. announced that it would soon open 
retail stores in Madison and Appleton, 
Wis., and Zanesville, Ohio. With the 








haps the most outstanding in the Leed’s 
chain in southern California. There are 
120 chairs, practically twice as many 
as in either of the other two stores 
mentioned. It features one price wo- 
men’s shoes only, and carries a large 
stock of hosiery and bags. 

Fifty salesmen will be employed at 
the peak of the season. The front is 
imposing with an entrance recess ex- 
tending the full height of the first story 
and a new type Neon sign suspended 
at the sidewalk inner line without back- 
ground behind it. A complete marble 
trim is another feature of the front. 


Rose and orchid predominate in the 
interior color scheme and one-piece 
modernistic fitting stools have been de- 
signed especially for this store. A back- 
ground of pleated silk in pastile shades 
is a new method of window treatment 
adopted for this big store. 


opening of these units the number of 
stores would be increased to 150. The 
announcement was made by Thomas E. 
Kavanaugh, vice-president of the com- 
pany. 


Officers Boost Promotion 


LovuISvVILLE, Ky.—In keeping with his 
general policy to contact directly po- 
tential customers at the season when 
they are in the market, C. A. Greiner, 
manager of Pennington’s, made a most 
successful bid last week for the trade 
of the High School boys, who get their 
commissions this month and will be in 
the market for officer’s boots. A letter 
sent to all those graduating in Feb- 
ruary resulted in gratifying sales. 
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Sell Stocking Insurance 
with 


AIRY 


£0 ‘SAV 


Here’s an extra service merchants can offer their customers, one 
that’s profitable, too! Fairy Ho-Savs prevent the shoe lining from 
rubbing the heel of the stocking and causing wear. Molded to fit 
the heel, transparent, pliable and comfortable, Fairy Ho-Savs save 
stockings and prevent blisters and sore heels. 


You will find a ready response to Fairy Ho-Savs. 
in 3 sizes, for men and women, large, medium and small. 
Order them today! 


at 35¢ per pair. 


SHOE FORM CO. 











fairy 


Jor MS 


Sell > 


mer Moen LZ 


They are made 
Retail 


AUBURN, N. Y. 











Lf fOaticm ravtents 


Slip into the shoe 
as you would use a 
shoe horn 





Pin Tucks Big Leaders 


LONG BEACH, CALIF.—Pin tucks are 
moving foster than anything else right 
now at Buffums’ large department store, 
according to E. C. Bragg, manager and 
buyer. 

A two-eyelet tie pump in kid of all 
colors, 17-8 heel, priced at $8.75, is by 
all odds the outstanding leader. 

This fine store has operated always 
on a fairly conservative basis, keeping 
away quite largely from extreme novel- 
ties. The pin tuck offers a deviation 
from the plain and from the perforation 
and underlay decorative effects without 
getting into extremes, hence is making 
a big hit with the Buffums’ clientele, Mr. 
Bragg states. 


Chicago Fashion Note 


. CHICAGO, ILL.—The last two weeks 

of the sale just over at Marshall Field 
and Company, brought forth an in- 
sistent demand for blues, it was stated 
here. Ties are still the volume shoes. 
Lots of brogues and ghillies are also 


selling. Sandal oxfords and _ sandal 
straps are important for afternoon 
wear, but straps for street wear are 
decidedly inactive. Gabardine is a good 
seller for early Spring in brown, black 
and blue. A great deal of trim of 
patent leather stitched in a contrasting 
color is shown on these as well as on 
shoes of other materials. 

Women are tired of too conservative 
shoes, it was said here, and are reach- 





ing out for a bit of “dressing up” 
their shoes. For instance the plain 
opera pump is not the first choice this 
season but women want something on 
these that will give an individual touch. 
Heels run 16/8 and 18/8 with the 
customers of this house. These are 
mostly Cuban and breasted Cuban 
heels. There are few leather heels ex- 
cept in the brogue type. Some 14/8 
heels will be good but this house can’t 
see anything lower, as volume sellers. 
Some “flats” will of course be sold but 
will not be the volume demand by the 
average woman, according to this house. 


Buying Better Shoes 


BuFFALo, N. Y.—A distinct upward 
grading in shoe selections by the gen- 
eral public since the first of the year 
is noted by A. S. Jerman, manager of 
the shoe department of the J. L. Hod- 
son division of Adam, Meldrum & An- 
derson. 

“The year 1934 has begun with all 
the earmarks of being of a good shoe 
year,” said Mr. Jerman. “I recently 
checked up our higher grade _ shoes, 
those selling from $11 to $13, and 
found that in 1931 we enjoyed a fairly 
good sale. In 1932 sales dropped pretty 
low. But I was surprised to find that 
in 1933 sales of these shoes went higher 
than in 1931, and the first two months 
of this year are very gratifying. Re- 
cently we had a sale of $5 shoes at 
$3.95, and the strange part of it was 
that during this sale our customers 





bought more of the higher priced shoes. 
I don’t think this is all due to the 
CWA. A man who has been out of a 
job for six or eight months and then 
goes on the WA from $14 to $20 will 
not at once begin buying $11 or $12 
shoes, so these increased sales must be 
coming from people who formerly wore 
this type of footwear, and with the re- 
turn of confidence and greater activity 
are going back to their old habits.” 


Chain Store Trends 


CHICAGO, ILL.—There is a tremendous 
demand for black shoes right now, ac- 
cording to F. L. McNutt at Feltman & 
Curme’s. In style the outstanding de- 
mand is for pumps, both in black kid 
and black patent leather. This con- 
tinues unabated. 

Lots and lots of open sandals are to 
the fore, says Mr. McNutt. These are 
shown in oxfords, kiltie tongues, gore- 
oxfords, California welt and straps. 
High heeled open sandals, many top- 
pling over into the toeless class, have 
gone so well in the west that there is 
already reordering on these. In.Chicago 
there is still a doubt as to how these 
extremists will be received. 

Low heels are coming stronger all 
the way along the line. Wedge or 
spring-heels in sports types are in grow- 
ing demand, especially in the west. 
Many evening slippers are selling there, 
often with the flat heel which is ultra 
smart. 
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WHERE TO BUY 


Children’s Footwear 





MRS. DAY’S IDEAL BABY SHOES 


Intermediates ....... 1-5 
Flexible Hard Soles. .2-8 
Bend for In-Stock 
Catalog 
MRS. DAY’S IDEAL BABY 
SHO 0 


Locust St. Danvers, Mass. 








A FIRST WALKING SHOE 


rthy of 
AMERICA’S TODDLERS 

SWAN shoes of selected 

leathers and findings, 

particular workmanship 

and fine fitting styles 

are a profitable line for 

the retailer. High shoes, 

oxfords, one straps and 
sandals in 

stock. Moccasin 

or plain toe in 

white, tan and 

smoke elk and 

atent leather. 

mmediate de- 

livery. Write 

for prices. 

SWAN SHOE CO., INC. 
Baltimore, Md. 








New York Office—705 Marbridge Bidg. 





G 
For Children CODYEAR Wane 
of All Ages. Dis- 
tinctive Patterns. Excep- 
tional Values. Many surprises in 
the Spring Line. Send for IN 
STOCK Catalog. 


CHILD LIFE SHOE MFG. CO. 
MILWAUKEE, wis. 




















WHERE TO BUY 
Shoe Trees 


QUICK PROFIT ITEM + 5(): 


SHOE TREES RETAILER 
Oral 
/ Simplex 


SHOE TREE | CO. 


SIMPLEX 


SELF ADJUSTING 
A Gentle Squeeze 


Inserts or Removes 
WRITE FOR =) 


UNIQUE 
SALES PLAN 





BOOT AND 


Footlights 


BuFFALo, N. Y.— “Mitzi Mayfair,” 
famous dancer of the stage and screen, 
pauses to pose in John Jacobs’ “Paris 
Footwear Shop” with her new Melotone 
shoes. These shoes were made on the 


short vamp last by the Samuels Shoe 
Co. of St. Louis, and are “Sbicca” proc- 
essed. Manager Jacobs reports that 
this style of shoe is very popular in 
these parts. He also reports that his 
shop, which is modernistically decorated 
with Parisian themes, is widely patron- 
ized by “high-style minded women who 
like plenty of ‘chic’ and quality in their 
shoes.” 


New Shoe Department 


LOUISVILLE, Ky.—The new shoe de- 
partment of H. P. Selman & Co. re- 
cently reopened after being closed a 
year and a half is both attractive and 
unusual. Furnished in the lounge style, 
with concealed stock shelves, the gen- 
eral color scheme is cream—deep cream 
walls, taupe carpet and mahogany 
chairs, with stunning cream leatherette 
seats. Showcases and sunken display 
cases have a lining of flesh color which 
is very effective against the cream. 
W. H. Caskey, formerly manager of 
the Queen Quality Shop and also with 
Byck’s, is manager of the new depart- 
ment. 





SHOE RECORDER, March 17, 1934 


Remodeling Store 


StorM LAKE, IowA—Silverberg Bros. 
are holding a sale preparatory to re- 
modeling and enlarging their present 
store. A more complete line of Shoes 
and dry goods will be handled. 





WHAT’S NEW 
Popular Work Shoe 


St. Louis, Mo.—With work shoes so 
much in the picture at the present time 
in nearly every shoe store, the Roberts, 


Johnson & Rand branch of the Inter- 
national Shoe Co. have developed a 
“best seller” in their top grade work 
shoe line. It is made of natural retan 
with special Weatherwear 10-iron A 
grade soles and has a drill-lined vamp. 
The shoe retails in the vicinity of $4. 
Everywhere where it has been intro- 
duced, it has been accorded a most fa- 
vorable reception and has proven to be 
a successful repeat business getter. 


New Men’s Sandals 


New York, N. Y.—A brand new line 
of men’s leather sandals has been de- 
veloped by Harry Parker for the Kemp- 
ner Scott Shoe Co. Three of the out- 
standing patterns are named “Nudist,” 
“Vacationist,” and “Basque.” The 
names imply the use of the sandals. A!! 
three sandals come in both leather and 
rubber soles and retail from $2 to $3. 
Parker finds more interest this season 
in men’s sandals than ever before. The 
line is on display in his sample room 
at 429 Marbridge Building. 


New White Shoe Cleaner 


New York, N. Y.—In anticipation of 
a bigger “white” year this year than 
ever before, the 2 In 1-Shinola-Bixby 
Corporation are offering to the trade a 
new cleaning fluid for white shoes called 
“Tuxedo.” This cleaner, which is ex- 
cellent for kid, may be used on al! 
leathers and will not rub off when 
properly applied. Another feature o! 
this new cleaner is that it remove: 
spots—does not merely. cover them 
“Tuxedo” is priced to retail at 25 cents 
Free sample bottles are given to sho: 
buyers and may be obtained by writing 
to the 2 In 1-Shinola-Bixby Corporatio: 
at 88 Lexington Ave., New York City 
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ribal 


The New Swirl Fabric for Women’s Footwear 


n 


Modern shoe retailers and manufacturers throughout the United 
States are using Ribalin . . . it’s the smartest footwear fabric .. . 
and is available in black, brown, blue, beige, grey, white .. . or in 
any other shade or color desired. 


NOTE: If you haven’t seen RIBALIN . . . write for 


GENUINE 


@ 


TRADE MARK 


samples and prices. 


SOLE DISTRIBUTORS FOR CENUINE RIBALIN 


LANKENAU COMPANY 


1450 BROADWAY, NEW YORK CITY 
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THIS WEEK'S BOUQUETS 





Pays Real Money For Recorder— 
And Likes It 


It is a pleasure to again renew my sub- 
scription to the Recorper. I do not remem- 
ber just how long I have been on your 
mailing list but I do know that myself and 
staff read every issue thoroughly and look 
forward to the delivery date. 

Even tho the cost in Canada is $5.60 per 
year, I feel that the money is well spent 
as we have received benefit from practi- 
cally every issue. 

A. L. Wilson, c/o Robert Wilson Shoe Store, 

Hamilton, Canada. 


vvv 


He Likes The Recorder 


Allow me to say as a small retailer that 
I look forward to each issue of your maga- 
zine for new ideas, etc., in the shoe line. I 
am a constant reader and feel that I would 





be at loss to know what was happening in 
the shoe game without the valuable infor- 
mation which I receive from the Boot & 
SHoe REcorper each week. 


Joseph H. Lumpkin, Black & White Store, 
Tupelo, Miss. 


Columbus Store Changes 


CoLuMBuUSs, OHI0.—King’s Shoe Co., 
which has headquarters in Cleveland 
and operates a store at 730 Euclid Ave- 
nue, has taken a lease on a store room 
at 163 North High St., where an ad- 
ditional unit will be opened within a 
few weeks. The store room leased is 
now occupied by the G. R. Kinney Co., 
Inc., which store will be moved to a 
larger store room at 77 North High St. 
The work of remodeling the new 
room for the G. R. Kinney Co., Inc., 


which was formerly a picture theater, 


has been started. 


New Shoe Department 


Iowa City, IowA—A shoe department 
under the management of Mrs. Ralph 
McCabe is included in Brennan’s, ex- 
clusive woman’s store, which has been 
opened here by R. H. Brennan and 
Miss Helen Thompson. A modernistic 
decorating scheme has been followed 
throughout the store. The hosiery de- 
partment is combined with lingerie un- 
der the management of Mrs. Russell 
Camp. 





Lurie’s Reopens 


BALTIMORE, Mp.—Lurie’s to _ be 
opened by M. Lurie at 17 West Lex- 
ington Street soon. The Lurie concern 
operated a shoe department in its 
women’s specialty shop at the same lo- 
cation for a number of years until 
about a year or so ago, when it dis- 
continued business. The concern will 
occupy a three-story and basement 
building at the location. 


Louis Ostrov Chain Expands 


LOUISVILLE, Ky.—The Louis Ostrov 
Shoe Co. of Akron, Ohio, -has opened 
a new branch store here at 220 South 
Fourth Street. It is known as The Shu- 
maker Shoe Store. The store has been 
completely remodeled and equipped to 
handle popular priced shoes for the 
entire family. 


Remodeling Store. 


SPRINGFIELD, ILt.—Allen’s Shoe Store 
is undergoing a complete rejuvenation. 
The improvements according to Jack 
Passmore, manager, will give the city 
one of the most modern shoe stores in 
the city. 


Reopens Store 


PROVIDENCE, R. I.—Whitmore’s Shoe 
Shop in the Alice Building here has been 
reopened in charge of Dr. Louis Gold- 
berg. 





WHERE TO BUY 


Men’s and Women’s 
Slippers 


W. 8S. CHASE & SONS, INC.. 
HAVERHILL, MASS. 
In Stock—Mon’s Full Leather Lined 
Handturned Slippers 
Priced from $1.75 


Kid Pullman Slippers 
colors and black with 


Snap Pocket $1.35 
Zipper Pocket $1.50 


KUSH-IN-EZE 


HAND TURNED 


FOOTWEAR 
IN STOCK 


Ne. 156 Black 
Kid $2.35 


_— 


No. 202 Black 
Kid $2.10 


SEND FOR CATALOG 


VAUGHAN-TOWLE Co. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Son Co.) 


M 
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WHERE TO BUY 
Ballet Slippers 


Ah 4h 





BALLET SLIPPERS 
IN STOCK 
Black Kid 
$600, 1st grade, $1.85 
$609, 2nd grade $1.20 
Brooks Shoe Mfg. Co. 
Swanson and Ritner Sts. 
Philadelphia, Pa. 











Cammeyer’s Reopened 


New York, N. Y.—Cammeyer’s, Inc., 
of 427 Fifth Avenue, which closed its 
doors some months ago after being in 
business for 78 years, has reopened re- 
cently under the able direction of I. 
J. Davis, well known in the shoe field. 
A. W. Wentz is to be active manager. 
In taking this step, Mr. Davis has 
gone in for an extensive revision in 
plans, introducing new policies, new 
prices, new shoes, and new ideas. How 
he expects to make it go, may be 
summed up briefly by the enumeration 
of the following highlights, (1) New 
scale of lower prices ($4 less than 
former Cammeyer), (2) Carries every 
shoe and every pattern in a full range 
of sizes and widths, (3) Caters to both 
conservative and ultra-stylish tastes. 
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Col. Mercer Reelected 
Vulcan Head 


PoRTSMOUTH, OHIO—Founded in 1909 
and in 1934 beginning its 25th conse- 
cutive year in business, Vulcan Cor- 
poration at it’s Annual Meeting of 
stockholders and directors, here March 
5, reelected Colonel A. L. Mercer, pres- 
ident; John W. Snyder, vice-president; 
H. S. Van Camp, treasurer, and C. E. 
Dowling, secretary. 

In addition to the above, Messrs. H. 
L. Poinier and E. L. Love, New York 
City, Chas. C. Goodman, Marionette, 
Wisc., and J. M. Hutton, Sr., Cincinnati, 
Ohio, were reelected members of the 
board of directors. 

Colonel Mercer reported a gratifying 
increase in the sale of wood heel and 
last units in 1933 as compared with 
1932 with dollar volume up correspond- 
ingly. Golf club sales fell a little below 
1932 figures. 

A net loss of $8,424.00: was reported 
for 1933 as against $26,701.00 for 1932. 
The balance sheet, just made public, 
discloses current assets of $948,662.00 
and current liabilities of $103,266.00. 

Vulean Corporation operates lumber 
mills at Antigo, Wis., Last Plants in 
St. Louis, Mo., Portsmouth, Ohio, 
Brockton, Mass., and Johnson City, 
N. Y. Wood Heel Plants in Effingham, 
TIll., Portsmouth, Ohio, and Johnson 
City, N. Y. General offices are main- 
tained in Portsmouth, Ohio. 


F. L. Emerson Visits Coast 


PORTLAND, ORE. — M yron Parsons, 
newly appointed representative for 
Enna Jettick Shoe Company, recently 
took a “flying” trip throughout the 
Pacific Northwest with President Fred 
L.» Emerson. While in Portland they 
were guests of Willis Hargreaves, man- 
ager of Meier & Frank shoe department. 


$1,000,000 Store Project 


INDIANAPOLIS, IND.—The William H. 
Block & Co. have begun the construc- 
tion of a building on Illinois and Mar- 
ket Streets that will cost upwards of 
$1,000,000. To quote the Sunday Star: 
“The sidewalks of New York will know 
nothing finer in the way of a metropoli- 
tan department store.” The shoe de- 
partment, along with other depart- 
ments of men’s, women’s and children’s 
apparel, is to be expanded twice its 
present size. “The plans for the new 
Block store,” says M. S. Block, “were 
not only a recognition of the growth of 
the city and state during the last 
thirty-six years of the company’s his- 
tory, but an indication of the company’s 
belief in future development.” 


Engineers Awarded Medals 


PHILADELPHIA, Pa.— Taking their 
places on the roster of outstanding sci- 
entists, inventors and pioneers in en- 
gineering achievements, with men such 
as Thomas A. Edison, Lee De Forrest, 
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DATES TO REMEMBER 


St. Patrick’s Day 

Spring Begins 

Good Friday 

Easter 

Foot Health Week 

Joint Styles Conference and Fall Leather 
Opening of N.S.R.A. and Tanners Coun- 
cil. Hotel Astor, New York...April 16-17 

Confederate Memorial Day i 
(Ala., Fla., Ga., and Miss.) 

Confederate Memorial Day 
(Ky. and N. C.) 

Mother’s Day 

Memorial Day 
(All states and possessions except Ala., 
Ark., Fla., Ga. La., Miss. N. C. and 
S. C.) 


Guglielmo Marconi, Juan de la Cierva 
and Samuel Vauclain, four Baldwin- 
Southwark Corporation engineers re- 
cently were awarded the famous John 
Scott Medals for outstanding scientific 
achievement during the year 1933. 

The awards were made to Charles R. 
Neeson, Harry L. Galson, Hans K. 
Steinfeld and Henry C. Heller for their 
work in developing the Da Le Vergne 
air conditioner. 

This independent, self-contained unit 
air conditioner, requiring no connec- 
tions to water main or drain for cool- 
ing or condensate disposal, may be lo- 
cated in any room and needs only to be 
plugged into a power outlet. In sum- 
mer, it supplies fresh air, filters it, cir- 
culates it and withdraws stale air, re- 
vitalizing it with fresh, conditioned air. 

John Scott medals are awarded by a 
trust administered since 1869 under the 
terms of the will of John Scott, chem- 
ist, of Edinburgh, who bequeathed a 
sum of money to Philadelphia in 1816 
to be used in making annual awards for 
the most outstanding scientific achieve- 
ment of the year. 


Returns From Vacation 


Detroit, MicH.—M. A. Mittelman, 
president of the National Retail Shoe 
Dealers’ Association, is returning from 
a three weeks’ vacation in Hot Springs, 
Ark. He is coming back in excellent 
health for his work as president. 


Reiss Goes to Chattanooga 


CHATTANOOGA, TENN.—AlI Reiss has 
resigned his position in Birmingham 
and has taken the managership of the 
beautiful new Vanity Boot Shop here. 
This store is a part of the fast growing 
chain operated by J. B. Toranto, whose 
headquarters is in Birmingham. 


Weber’s to Open 


BALTIMORE, Mp.—Weber’s, Inc., to be 
opened within the next few weeks at 
3510 Eastern Avenue, will carry 
women’s and children’s shoes. 
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Irving Berk Reenters Business 


RED BANK, N. J.—Irving Berk, who 
retired in 1929 to enter the contracting 
and the construction business, is back 
again in the retail shoe field. The loca- 
tion of his new store is at the corner 
of Broad and Market Streets. He will 
handle moderate, and _ popular-priced 
shoes for the entire family. 





Promotes Blues 


DALLAS, TEX.—“We’re in the navy 
now!” was a sign in one of the store 
windows of La Mode’s women’s ready- 
to-wear store that attracted a great 
deal of attention to new spring shoes 
of navy blue. 

An anchor, cut out of wood, approxi- 
mately two feet high and painted a 
bright red, was mounted on a small 
stand in the center of the window. 
From the anchor, winding in and out 
about a dozen or more pairs of navy 
blue shoes, was a clean, new rope about 
one inch thick. 

This display put across most effec- 
tively the fact that navy blue is “in” 
this year. 
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Arthur |. Benedict Dead 


Arthur I. Benedict died in New 
Canaan, Conn., on March 11, at the 
age of 73. 

A veteran shoe traveler, he contrib- 
uted much to the fraternal fellowship 
of the trade. His death comes after 
several spells of sickness extending 
over a number of years. 

After traveling the road for many 
years, he organized a sample room cen- 
ter, with headquarters at the Bush 
Building in New York City. He traveled 
all over the world for Edwin C. Burt, 
and also traveled for Morse & Rogers 
and Selby Shoe Company. Funeral ser- 
vices were held at New Canaan. 





Carl Luderman 


TACOMA, WASH. — Carl Luderman, 
well-known shoe traveler, a resident of 
Tacoma for some years died at the 
home of his daughter from an attack 
of pneumonia. He traveled for Arch 
Preserver shoes for many years. 


John E. Lerch 


CoLuMsBus, O.—John E. Lerch, 41, 
former general manager of the H. C. 
Godman Co., who retired several years 
ago because of ill health died at Mt. 
Carmel Hospital, Columbus, March 7, 
from a cerebral hemorrhage. He was 
the son of the late Edward E. Lerch, 
vice-president of the H. C. Godman Co., 
who died several years previously. John 
E. Lerch leaves his mother, a sister and 
an aunt. He was a member of various 
lodges including the Masons and a 
number of clubs. 








MORE 
and MORE 


this new heel 
IS BEING SPECIFIED - 


After discovering the great advantages of Panco Sta-Tite 
Heels, retailers insist on them. They find that this new, pat- 
ented heel is more satisfactory to their customers because it 
will not track dirt—has a fine, dignified design—never gaps 
at the base—and gives twice as much wear as the ordinary 
“nail-hole-and-washer” heel of the old type. , 


If you want another telling selling argument to close sales 
quickly, specify Panco Sta-Tite to your manufacturer. 


* 


PANTHER PANCO CO. 


CHELSEA, MASS. 


PANCO 


STA-TITE 


CACHES 
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WHERE TO BUY 


Women’s Shoes 


8 8 OT TO rere 





JR. SOCIAL 
IN STOCK 


R1025 Genuine silver kid 
R4255 White linen 

R4258 Patent leather .... 
R4259 White kid 

R4263 Red kid 


Write for Cireular 
Terms 2% 30 Days 


HANNAHSONS SHOE CoO. 








Haverhill, Mass. 





WHERE TO BUY 
Play Shoes 


lla hei 





“PLA-SHU” 


Inexpensive All Leather 


Made on new UCO process, no staples. Made 
over BROUWER’S Research Last #8. 


IN-STOCK 
Muleskin 
Sand with Brown Trim 
No. 2000 sizes 6 -11 
“ 2001 “ 11%- 2 
2002 =“ 2%- 6 
2004 “ 6 -12 
Same in Elk 
Smoked with Tan Trim 
Packed 24 pairs to the case. Sizes 6-11 with 
leather spring heel. All others, rubber heels. 
Popular priced, Hygienic Health Shoe. The 
porous leather gives foot ventilation. ‘‘PLA- 
SHU” circular sent on request. 


MONDL MFG. CO. - - - Oshkosh, Wis. 











WHERE TO BUY 
Dancing Shoes and Taps 


TAP 
DANCE 
SHOES 


In 
Stock 


A-B-0 2% = 8 . 
$1.55 A-Be tie 2 


$1 
Owens SHOE Co. = 
28 Goodhue St., Salem, Mass. ——— 
2A 


BLACK CALF 
PAT. LEATHER 
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At the annual meeting of the Wis- 
consin Shoe Travelers Association the, 
following officers were elected to serve’ 
for the coming year:— 


JOHN KOWALSKY 


President of the Wisconsin Shoe Travelers 
Association. 


President, John Kowalsky, 2125 N. 
Forty-first Street, Milwaukee; first 
vice-president, G. Fred Burroughs, 1910 
N. Thirty-fourth Street, Milwaukee; 
second vice-president, Ray J. Wussow, 
2508 E. Belleview Place, Milwaukee, 
and secretary and treasurer, Chris W. 
Johnson, 611 N. Sixty-first Street, Wau- 
watosa, Wis. 

In an interview with the genial hard 
working secretary, C. W. Johnson, he 
said. “Lap” Imig, our N.S.T.A. Presi- 
dent, at the request of our President 
Edw. P. Schmidt, took charge of our 
meeting and installed the above elected 
officers. 

“Lap” also gave quite a report of 
the business of National S. T. A. Con- 
vention at St. Louis. 

“John Kowalsky represents the Walter 
Booth Shoe Co., covering the South 
Eastern section of Wisconsin. John, 
as he is known to every one, started 
his road career with the Beals & Tor- 
rey Shoe Co. They were absorbed by 
the Beals & Prat Shoe Co., yet John 
held on, then came Walter Booth and 
took over the Beals & Prat Shoe Co., 








and also John. Well that’s the story. 


> ON THE SELLING END <« 


News of the Travelers and Sales Activities 


WISCONSIN TRAVELERS ELECT OFFICERS 


“Edw. P. Schmidt, our past presi- 
dent had been identified with the Cer- 
tified Shoe Corp. of Rockford, IIl., for 
23 years. He is now with the Racine 
Shoe Co., Racine, Wis.; this will be his 
fifth year with them. Mr. Schmidt 
covers Wisconsin, Northern Michigan 
and Northern Illinois. 

Since October he has also had charg2 
of the Brouwer Research Dept., for the 


EDW. P. SCHMIDT 


Past President of the Wisconsin Shoe Travelers 
Association. 


Racine Shoe Co., specializing in so- 
called Corrective Type of Corrective 
Shoes. 

Edw. is a likeable sort of a chap, 
has many friends throughout the terr'- 
tory.” 


New Sales Representative 


New York, N. Y.—Morris Levin:, 
well known in the metropolitan shoe 
district, is now associated with Hannabh- 
son’s Shoe Co. of Haverhill, Mass. He 
will cover New York City, Brookly), 
Long Island and also Pennsylvania for 
that firm. Until Levine opens his Nev’ 
York office his business address is 161') 
Avenue P, Brooklyn, N. Y. 


FOOT HEALTH WEEK 
APRIL 2-7 
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THE LASTS 


‘ must be 


. CORRECT 


ive 





Shoes that fit well must be made over 


lasts correctly designed and precisely made. 


Lasts, with the wood in the right place, 
form the essential background for every type 


: of properly fitted and comfortable shoes. 


UNITED LAST COMPANY 


2 BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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NEW HAVEN FOOT HEALTH WEEK COMMITTEE 


Officers and guests of the Shoe Retailers’ Council, New Haven Chamber of Commerce, photo- 
graphed at dinner meeting March 6 at which plans were made for observance of National Foot 
Health Week. Those in the photograph are: Seated, left to right—Joseph Melny, Mrs. Maude 
B. Webster, William C. O'Malley, Chairman John P. Lund, Harry W. Hunter of GC. H. Bass & 
Co., Charles B. Barr of Boot & Shoe Recorder and Raymond E. Hegel, secretary of the Council. 
Standing, left to right—j. Brownstein, Sidney Goldberg, Frederick E. De Matty, Edward B. 
Halfinger, C. W. Boerner, Louis Rosenfeld, Martin F. Badger and Sydney Stokes. 


New HAveN, Conn.—Plans for ac- 
tive participation in National Foot 
Health Week, April 2 to 7, were dis- 
cussed at a meeting of the Shoe Deal- 
ers’ Council. A committee of seven 
was appointed by President John P. 
Lund to make arrangements for the 
observance, which is expected to eclipse 
that of previous years. 

The committee is comprised of Wil- 
liam C. O’Malley, Sydney Stokes, Louis 
Rosenfeld, Frederick E. De Matty, Mrs. 
Maude B. Webster, Sidney Goldberg 
and Jacob L. Weinstein. Participat- 





Indianapolis Lines Up on 
Foot Health Week 


INDIANAPOLIS, IND.— Foot Health 
Week will be observed in a general way 
in Indianapolis by shoe merchants. 

Jack Newcomb, buyer and manager 
of the shoe departments at Block’s De- 
partment store, says that his company 
will make special appeals in their regu- 
lar advertising and in addition will use 
some direct mail advertising. Special 
window displays featuring corrective 
shoes and a general Foot Health Week 
tie-up will be one of the attractions. 

V. H. Gebauer, manager of the chil- 
dren’s section at Marott’s Shoe Shop, 
will use additional space in the daily 
papers to advocate Foot Health Week. 
One day will be set aside for children 
suffering with deformed feet and spe- 
cial attention will be given such cases. 
There will be foot health talks in public 
schools and other public places, spon- 
sored by the Marott organization. 
Special emphasis will be placed on the 
fact that health shoes and corrective 
shoes are not necessarily freakish 
shoes, but shoes with style plus com- 
fort. Another feature for the week will 
be the free X-ray for children suffering 
with foot ailments. 

H. E. Talbert, manager of the men’s 
section at Marott’s will give special 
attention to Foot Health Week by advo- 
cating comfort in footwear. Practically 





ing with the Shoe Dealers’ Council this 
year will be the Avenue Shoe Retail- 
ers’ Association, comprised of neigh- 
borhood dealers located outside the 
downtown area. Messrs. De Matty, 
Goldberg and Weinstein and Mrs. Web- 
ster represent this group on the com- 
mittee. 

Sydney Stokes made an urgent plea 
for all New Haven shoe retailers to 
cooperate actively in National Foot 
Health Week, citing the benefits which 
can be obtained from such cooperative 
promotion. 


all shoe merchants will display window 
announcements and show their correc- 
tive foot wear in appropriate settings 
during Foot Health Week. 


Fine Foot Health Promotion 


JACKSON, Micu.—The Jackson Re- 
tail Shoe Dealers Association are mak- 
ing plans to tie in with National Foot 
Health Week, according to P. B. Reid, 
chairman of the Publicity Committee. 
Already they have taken up their 
plans with the local newspapers for 
publicity and have been assured of 
close cooperation. There are thirty 
retail shoe dealers in Jackson and all 
have pledged their support. 


Cooperate on Foot Health Week 


HARTFORD, CONN.—Plans for par- 
ticipating actively in National Foot 
Health Week, April 2 to 7, were dis- 
cussed at a meeting of the newly-or- 
ganized Hartford Shoe Retailers’ As- 
sociation Feb. 28. George Minnery, 
Cantilever Shoe Store, was appointed 
chairman of a special committee’ to 
make arrangements for the event, and 
he will be assisted by Louis Goodman, 
Sterling Shoe Co. 

President James W. Lawrence read 
a letter from M. A. Mittelman, new 
president of the National Shoe Retail- 
ers’ Association, extending his con- 





March 17, 1934 


gratulations on the formation of the 
Hartford group. It was decided to hold 
another meeting late in March, to which 
shoe merchants from other cities will 
probably be invited. 


Spring Opening 

PORTLAND, ORE.—Retail shoe stores 
of this city are planning to participate 
to the full in a spring opening, to be 
staged with eclat on March 15, 16 and 
17. Retail merchants will put their 
best feet forward at the spectacular 
opening. Enlisting young folk in the 
formal unveiling of latest styles and 
fashions for spring and summer wear, 
on the three Ides of March days thai 
will be observed for the opening, the 
retail merchants are now securing 
posters that will feature the occasion, 
from amateur and professional artists 
The poster contest closed March 1, and 
many fine posters, showcards and orig- 
inal designs were submitted for the 
prize of $25 to be accorded the winning 
poster. 


New Department Heads 


LONG BEACH, CALIF.—Charles _L. 
Featherstone, Jr., who for four year: 
has been assistant manager of the ladies’ 
shoe department in the Wise Company’s 
large department store here, has been 
appointed manager and buyer for that 
department and also for the popular- 
price basement shoe department. 

Mr. Featherstone takes the place in 
these two departments of his brother, 
R. W. Featherstone, who for many years 
was merchandise manager for the ladies’ 
shoe department and for all basement 
departments. The latter Mr. Feather- 
stone has gone to Buffums’, the other 
major department store here, where he 
is merchandising manager for all base- 
ment departments, which include a large 
department of popular-price shoes. A 
third brother is in the shoe business at 
Spokane. 

Charles L. Featherstone, Jr., came to 
Long Beach from the S. J. Brouwer 
Family Shoe Store at Milwaukee, where 
he was assistant buyer in the basement 
popular-price shoe department. 


Shoe Club in Spokane 


SPOKANE, WASH.—The Retail Shoe 
Merchants Association of Spokane is 
the name adopted for the new associa- 
tion of shoe men here. Les Critzer was 
named president; Will Kronenberg, sec 
retary-treasurer, and Al Doose, vice- 
president. Directors are M. Berg, Clyde 
Jones and J. Smackenberg. 


Takes Vacation 


PEaBopy, Mass.—‘Dick” Langmai: 
of Essex Tanning Co., Peabody, Mass.. 
is enjoying a well-earned respite from 
the intimate cares of running a busy 
tannery. With his wife he is on a thre: 
weeks’ cruise to the West Indies anc 
the Panama Canal. 
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RISING BUSINESS 
SPELLS OPPORTUNITY! 


Your Profits Will Depend 
On Your Policies 
The rise in business, prices, and profits has been re- 


sumed. Opportunity knocks again at your door, but 
are you prepared to take advantage of it? 


UP-TO-DATE ROOMS 
AT DOWN-TO-DATE RATES 


$ $ 
® 
TO $3.50 SINGLE TO $5.00 DOUBLE 


600 LARGE, CHEERFUL ROOMS 


Private underground passage 
from Pennsylvania Station... 
saving taxi fare. One block from 
Fifth Avenue and Empire State 
Building. Subways, elevated 
lines, buses and trolleys stop at 
door. Direction— American 








Management Policies In This 
Period of Expansion 


is the title of a special report just released by Brook- 
mire, Inc. It tells what should be the fundamental 
basis of Administrative Policy. It outlines specific 
policies to follow in Sales, Production and Financial 
management. 


It will help you to plan in such a way as to reap the 
full benefits of the business recovery which has now 
been definitely resumed. This pamphlet is available 
without obligation to those who can make use of the 
information it contains. Make your request on your 
letter-head, marking it for the attention of Depart- 
ment BSR-71. 


BROOKMIRE, Inc. 


Hotels Corporation. 
GEORGE H. WARTMAN, Manager 


HOTEL 


MARTINIQUE 


BROADWAY AT 32ND STREET - NEW YORK 





“Ribalin” Fabric Featured 


Cuicaco, ILt.—O’Connor & Goldberg 
is featuring a new “swirl” fabric un- 
der the name “Ribalin.” Shapely, soft 
and supple, and durable, are the ad- 


| The Costume Bootery of O'CONNOR & GOLDBERG | 


183 MADISON, Rect 
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the new cocktail costumes. Shoes made 
of this material are on display in this 
well-known Chicago store in 17 distinc- 
tive models, and in a varied array of 
fashionable colors. 


Junior Boot Shop Opens 


SEATTLE, WASH.—A “new deal’ for 
the child is brought to the fore in the 
opening of “The Junior Boot Shop,” 
new shoe store throwing wide its doors 
for the first time this week at 515 Olive 
Way, this city. The proprietors of this 
children’s shoe shop are L. R. Wal- 





lin and J. Edward Foote. They have 
decorated the store in a manner to in- 
terest children, and are employing Cin- 
derella Visible Fitting Forms as an 
intriguing method of fitting footwear. 

While Mr. Foote has been connected 
with shoe merchandising for the past 
20 years, Mr. Wallin has been asso- 
ciated with the industry for 10. Young 
folk all the way from the smallest 
youngster to the adolescent of high 
school age are catered to. 


Joins Eastwood Staff 


Rocuester, N. Y.—George W. Price, 
associated for the last 15 years with 
the Sterling Shoe Company, has been 
named assistant manager of the men’s 
department of the William Eastwood 
and Son Company. 


Good Buckle Display 


Chicago, I1l—Buckles and ornaments on a 
special little platform in a conspicuous place 
in the State Street window of the Weise Shoe 
Store are bringing gadget fans popping into 
the store after the dainty trinkets, according 
to reports here. This again proves the value 
of a special display to get goods moving. The 
ornaments are well selected as to color and 
variety. Some are in crystal and red or blue 
or brown; others are braided silk with fringed 
ends and tiny metal slides; still others are 
“calico” bows of printed leather in white com- 
bined with many bright colors. Shoes sur- 
rounding the buckle display are set up to illus- 
trate these accessories in action. 


Investment Counselors and 
Administrative Economists 


551 Fifth Avenue 


Telephone: VAnderbilt 3-2770 





FOUNDED 1904 
New York City 
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Frank R. Maxwell 


Boston, MAss.—Frank R. Maxwell, 
president of the Thomas G. Plant Com- 
pany, and active in the shoe industry 
for more than fifty years, died sud- 
denly March 5 at the Country Club in 
Brookline, Mass., where he had been 
making his home. Death was caused by 
a heart attack. 

Mr. Maxwell, who was born in Brook- 
lyn, N. Y., came to Boston when a 
young man, entered the shoe industry 
and eventually became a member of the 
firm of Little, Maxwell & Company of 
Lynn. Later he joined the Plant or- 
ganization, then in that city and still 
later, moved with it, in 1898, to Boston 
when its big factory was built in the 
Jamaica Plain district, Of this concern 
he became the head after an associa- 
tion of several years. 

Mr. Maxwell is survived by a daugh- 
ter, Mrs. John R. Abbott of Cambridge, 
Mass.; and two sons, Frank R. Max- 
well, Jr., of Chester, Pa.; and Donald 
Maxwell, of Dallas, Texas. A sister, 
Miss Lucy Maxwell, lives in Honolulu. 

Funeral services, attended by many 
friends and business associates in the 
shoe and leather industry, were held 
March 7 in the chapel of Forest Hills 
Cemetery. 
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CLAWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 














SALESMEN WANTED 


SALESMAN WANTED 


POSITION WANTED 











when needed. 


account, but liberal commission. 
side line. 





% » 
TERRITORIES OPEN 
OHIO — FLORIDA — LOUISIANA — ARKANSAS — ARIZONA 
NEW MEXICO — IDAHO — UTAH — MONTANA — MINNESOTA 
Salesmen wanted to represent an In-Stock men’s line of 16 style numbers. 
The shoe has a patented shank which can be adjusted by the wearer, if or 


The shoes sell to customers without foot trouble as well as to customers 


whose feet require shank adjustment, because the adjustment feature is out 
of sight and the shoes are made on popular lasts at a popular price. 


Salesmen intensively working small territories preferred. 
No objection to its being carried as a 


Give complete information, references, and present line carried. 


BATES SHOE COMPANY, WEBSTER, MASS. 


No drawing 








SIDE line Salesman, Commission Basis. Old 
Established House. Stitchdown Shoes, Slip- 
pers and Beach Sandals for Retail Trade. Give 
territory, experience and references. Address 
D-660, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





we known shoe polish manufacturer de- 
sires salesmen in various states—excellent 
opportunity—permancnt—- Apply a. 0 only, 
room 1002, 43 West 16th St. 





SALESMEN with following among chain and 
large shoe stores to represent America’s fast- 


est selling shoe polish MAGIC WHITE several, 


territories now available; liberal commission 
paid. American Shoe Dressing Company, 61 


Park Place, New York City. 








MANAGERS WANTED 


MANAGER WANTED — Capable and ex- 
pericnced man to manage stock and shipping 
departments of wholesale shoe house. State 
experience and references. Address D-666, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


NTERNATIONAL Chain Shoe Store Organ- 
ization, now being formed to market excep- 
tionally well known line of Corrective, Sport 
and Dress shoes, require store managers and 
executive. Rare opportunity. Apply in first 
instance. Address D-667, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
Me. ee 














LINE WANTED 





WANTED. line of shoes for the state of Texas, 
by salesman who lives on the territory, has 
a good following and well acquainted, Will 
carry either men’s, women’s or ildren’s. 
Address G-52, Road Avenus Hotel, Rome, Ga. 


Small expense against commissions. 





bps dea like a connection with factory of 
Children’s welts and Prewelts in stock for 
retail trade in New Jersey and Metropolitan 
New York. Address D-669, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 


N. 





WANTED: Short specialty lines which can 
be placed in chain and department stores in 
Cleveland and surrounding territory. Excellent 
ref‘rences. Address D-670, care t & Shoe 
Roveeder, 239 West 39th Street, New York, 





FOR SALE 


FOR SALE—In thriving Middle West town 
well established family shoe store selling 
advertised lines. Annual sales about $20,000. 
Owner wishes to retire. Address D-671, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





C H4in STORE OFFICE EXECUTIVE ex 
perienced in merchandise control, account 
ing, corporate procedure, organizing, systematiz 
ing, store operation, supervision and construc 
tion with a reputation for economical operatior 
is seeking a new connection with a progressive 
chain. Address D-668, care Boot & Shoe 


Recorder, 239 West 39th Street, New York, 





MANAGER and buyer with specialty and de 
partment store expericnce. Open for im 
mediate employment. Al reference. Address 
D-672, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. 





POSITION WANTED 


Shoe manufacturer with 25 years 
experience covering all phases of 
shoe manufacturing and _ leather 
buying, desires connection where 
his unusually - comprehensive 
Knowledge will be useful. Large 
retail or mail order organization 
might find this very valuable. 
College education. Good record. 
Address D-673, care Boot & Shoe 
Recorder, 239 West 39th Street, 
New York, N. Y. 


. 

















BUSINESS OPPORTUNITY 


] DEAL for shoe dealers—Simple Bookkeeping 
Systems. In answering state if your busi 
ness is cash or cash and charge. Long’s Sys 
tems, Somerville, New Jersey. 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF aa OWN and earn big 
income in service fees. A new system of 


i openi: rywh torith 
in > ngs eve ere 
trade you can attend to. Ho capi- 


tal required or goods t yd 

or soliciting. Te tlishoa” 1 $4 

Stephenson Laboratory, 21 Back Bay, 
on, 














CLASSIF IED ADVERTISING RATES" 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per 
number is desired twelve words should be added for the 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
& Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 











When writing advertisers please mention Boot and Shoe Recorder 
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FOR RENT 





HOTELS 


MERCHANTS’ NEEDS 





—_— 
_— 








STORE FOR RENT 


This store is ideally located on the main 
sireet directly in the heart of the retail 
sopping district of Pottsville, Penna. 

is particularly adapted to the shoe trade 
a. regards its size and location. 
Iient reasonable and terms can be arranged 
to suit. Apply 
IsRAEL L. RUBINSKY, Pottsville, Penna. 




















JUST WEST of BWAY 


1000 ROOMS...EACH WITH RADIO 
BATH and SHOWER, CIRCULATING 
ICE WATER, LARGE CLOSETS 


noges $950 mares #600 








v St. Louts its 


91u & WASHINGTON 


$250 andup 








STOP IN PHILADELPHIA 


— at 
HOTEL PENNSYLVANIA 


ZFOIMECHESTNUT STS. 


A ROOM AND A BATH #250 








Shoe Market Remodeled 


LONG BEACH, CAL.—The Western 
Shoe Market, located at Third and Fine 
Streets, this city, has recently been 
remodeled, repainted and enlarged. 

The new manager is George Eisner, 
who comes to Long Beach from Fresno 
where he was manager of the National 
Shoe Company store for four years. 


Animated Window Display 


GREELEY, CoLo.—Animated window 
displays have recently demonstrated 
their effectiveness in a striking way. 
The Harbaugh Shoe Co. may be consid- 
ered the leading exponent of the art. 
This company literally packed the side- 
walk in front of its store during an 
“open house” evening put on cooper- 
atively by a group of leading mer- 
chants, with two unique windows in 
which living people were the central 
figures. 

One window was furnished as a 
high-class living room. In the center 
was a deep, finely upholstered easy 
chair. To the side was a smoking 
stand and a magazine rack, while the 
floor was covered with an oriental rug 
and the walls decorated with beautiful 
pictures. In the chair sat a handsome 
young man faultlessly attired in a 
tuxedo—faultlessly attired except for 
his feet. They were encased in heavy 
red work socks and the most dilapi- 
dated pair of work shoes imaginable. 
When he wiggled his feet the soles 
flapped and the red socks showed 
through the holes in the uppers. The 
man’s dress coat, cane, gloves and scarf 
were carefully laid across another 
chair. The man was smoking a pipe 
and reading a newspaper. The show- 
card read: “Look at your feet—other 
people do.” 

In the other window several beauti- 
ful coeds sat at a bridge table talking, 
drinking tea and eating wafers. They 
were perfectly attired from thead to 
foot. Their shoes were the finest the 
company carries, as were also their 
hose. , 





New Improved 


Poy, Cup 
for Price Tickets 
84.00 82.25 


gross half gross 
Ttlts at any angle 


M. D. POLLINGER CO. Holland Bidg., St. Louls, Mo, 

















WANTED TO PURCHASE 








POSTER @ DEUTSCH 


436 Grand St., New York City 
Phone Dry Dock 4-0352 


—BUY FOR CASH— 


entire or surplus stocks of 


SHOES—DEPT. STORES 
Satie : 


Leases assumed 











Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, 
tonians, Ete. 

IRVIN RUBIN 

“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 


Queen Quality, Bos- 

















Two New Stores for Detroit 


DETROIT, MICH.—Two new downtown 
shoe stores were announced this week. 
Earl Gregg, owner of Earl’s Shoes, is 
opening a new store on the corner of 
Woodward Avenue and Witherell 
Street, in the location recently vacated 
by Walk-Over Shoe Company. This 
store will specialize in novelty shoes, 
with a $2.65 special. 

A few doors down Woodward Avenue, 
W. L. Douglas Shoe Company is re- 
modelling for the new uptown store, 
which will be moved to this location, a 
move of two blocks toward downtown. 


Perry Takes on New Duties 


“Ted” Perry, proprietor of Perry’s 
Arch-Fit Shoe Store, Long Beach, Cal., 
has taken on the job as Coast factory 
representative for the John Ebberts 
Shoe Company, Inc. 

“Ted’s” new connection will keep him 
on the road a good share of the time 
and will take him all the way from 
San Diego to Seattle. He travels by 
automobile. His store at Long Beach 
is being retained and placed in the 
hands of a manager during long ab- 
sences. 
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Congress of the Codes 


[CONTINUED FROM PAGE 38] 


of Directors, attended the Group meet- 
ings on Prices, Code Administration, 
and Small Enterprises & Minorities. 
Mr. Schiff presented and discussed a 
brief on the effects of filing, in advance, 
“anticipated” costs as provided in cer- 
tain manufacturers’ Codes. 

“There were abundant signs of a 
definite alliance between consumers and 
retailers,” said Mr. Wright, “the brief 
presented by Dr. ystrom on Feb. 27 was 
a strong statement of the position of 
the consumer, in which he predicted a 
‘period of severe consumer resistance’ 
as the result of price increases. While 
they probably will not agree with all 
of his observations, manufacturers 
should value and might well study Dr. 
Nystrom’s brief as a statement of the 
retail postion at the present time.” 

The general brief on price-fixing sub- 
mitted by the National Council of Shoe 
Retailers stated that price-fixing by 
manufacturers in whatever form “in- 
evitably results in raising the cost of 
merchandise to consumers more than is 
justified by (1) the total increase of 
labor under Codes—direct costs, and as 
reflected in raw material: prices, and 
(2) satisfactory profits representing a 
reasonable return upon investment.” 
The brief urged that the Admnistrator 
designate “a qualified Committee to 
devote its time and attention exclu- 
sively to the investigation of all such 
provisions now included in approved 
Codes of Fair Competition, and to re- 
port in detail, as soon as possible, upon 
the advisablity of removing or modify- 
ing each such provision.” 

“From the point of view of the re- 
tailer,” said William Girdner, Executive 
Secretary of the ational Council of Shoe 
Retailers, who attended three of the 
Group meetings, “probably the out- 
standing thing was the absence of any 
attack upon retailers as gougers or 
profiteers, or as being the cause for 
higher prices. It is quite evident that 
although the public may not yet have a 
very thorough understanding of over- 
head, it has received a good deal of 
economic education in the past eight 
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months. If public meetings similar t 
these had been held several years ago, 
we can be sure that there would have 
been a considerable hue and cry con- 
cerning the supposed price-upping and 
exorbitant profits being made by 
retailers. 


TRADE LITERATURE 


M. A. Packard’s Latest 


BROCKTON, Mass.— “In presenting 
Packard Shoe Styles for Spring 1934 
we are doing so with the firm con- 
viction that every effort has been used 
to make them the finest group of styles 
it has ever been our privilege to offer 
Packard agencies . . . and prospective 
ones.” Thus the Packard Co. open their 
latest catalog of in-stock men’s shoes. 
Besides a large and varied assortment 
of the light-weight shoes in black and 
brown suitable for warm weather wear, 
are some modish numbers in white buck 
and snobuck, and the Packard “Sko- 
kies” with laminated crepe rubber sole 
in white elk and white elk in combina- 
tion with black calf. These latter are 
described as “the ideal shoe of the sea- 
son for camping and tramping . . 
tennis or squash .. . for every leisure 
moment.” Also among the shoes pre- 
sented, are three or four numbers for 
the man who wears high shoes—black 
kid bluchers. 


Novel Sales Idea 


BuFFALO, N. Y.—Instead of handing 
a customer a business card after com- 
pleting the sale of a pair of men’s 
shoes, salesmen at the Kleinhans Co., 
hand customers a paper packet of book 
matches on the cover of which is 
printed, “You Bovght Your Shoes from 
Mr. John Doe, Salesman, The Klein- 
hans Co.” 

It has been found that customer: 
seldom keep a business card for ref- 
erence but they use the book of matches 
and the novelty of the shoe salesman’: 
name appearing on the cover often 
impresses that name upon a customer 
so they ask for that particular sales- 
man when making other footwear pur- 
chases in the store. 
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The fashion for red shoes is smashing all traditions—it has 
gone from volume to high style! The younger generation in 
the southwest began to wear red shoes two months ago, to- 
day, the smartest women in New York are buying red shoes 
from their favorite (and most expensive) shops. There's an 
opportunity to promote red as a second summer color, along 
with white—are you ready? 


VODE 
LIPSTICK RED 
No. 

45 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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SHOEMEN WHO REGARD THE 
FEET THAT WEAR THEIR SHOES 
will profit most from ther tie-up with 
National Foot Health Week April 2-7 


HEN you consider the fact that you fit shoes to feet and not feet to shoes you cannot 
in any possible manner overlook the all-important necessity of regarding the feet of 
your customers when fitting shoes. When you do so you are making a real event out of 
National Foot Health Week. By continuing to do so throughout the year you are getting 
the jump on competition by cutting down complaint losses, building your reputation and 


increasing your volume as well as net profit. 


Dt Scholl's 
AIDS FOR THE FEET 


are necessary aids to shoe sales 


No shoe made can assure foot comfort when 
the customer’s arches are weakened to such a 
condition that his or her foot elongates two 
or three full shoe sizes upon carrying the 
body’s weight. In such case Dr. Scholl’s 
Foot Eazers or a pair of Arch Supports are 
positively essential. 


Shoes are manufactured over lasts designed 
for normal feet and only two or three out of 
every ten persons have normal feet. The other 
seven or eight have foot troubles and in each 
case the customer’s feet must be repositioned 
into new shoes in order to insure maximum 
foot comfort and satisfaction. Dr. Scholl’s 
Aids for the feet not only provide relief from 
foot troubles and correction—but they are 
necessary aids to proper shoe fitting. 


We know of thousands of cases where people 


have remained dissatisfied with their shoes 
year after year and who have kept changing 
shoe stores, ever in the hope that some shoe- 
man is going to give them the comfort which 
they had thus far failed to find. We also 
know of thousands of Scholl dealers who, hav- 
ing provided this foot comfort with the aid 
of Dr. Scholl’s methods are getting the steady 
repeat business of these former foot sufferers 
and who are building their volume and widen- 
ing their net profits. 


Our merchandising plan aids you 
to sell more shoes and foot comfort 


Foot Comfort Headquarters for the entire 
civilized world, we are doing everything pos- 
sible to enable those shoes dealers who adopt 
the Dr. Scholl Plan—to sell not only a sub- 
stantial volume of Dr. Scholl’s Foot Comfort 
Appliances and Remedies but also to sell 
more shoes and to reduce complaint losses to 
a bare minimum. Fill in and mail the coupon 
below—so that you can learn just what we 
can do for you. 


THE SCHOLL MFG. CO., INC. 


Largest Manufacturers of Foot Comfort Appliances and Remedies in the World 


213 W. Schiller St., Chicago 
LONDON 


part. 


NAME 


TORONTO 


e 62 W. 14th St., New York 


PARIS 


MAIL THIS COUPON TO NEAREST SCHOLL OFFICE . 


Please tell us how we can benefit by adopting the Dr. Scholl 
Plan in our business. This involves no obligation on our 


en 





ADDRESS. 





CITY & STATE 





FOR WEAK FOOT O 


Dr. Scholl’s ZINO-PADS 
provide quick relief from 
hurting corns. The customer 
puts one on—the pain is 
gone and the shoes do not 
press against the sore spots. 
Great aids to shoe comfort. 


La, 


Or. Scholl’s ZINO-PADS 
Bunion size, cushion the 
bunion against shoe pressure 
and provides quick relief to 
bunion sufferers. It insures 
greater shoe comfort and cus- 
tomer satisfaction. 


Dr. Scholl’s 
BUNION REDUCER 
conceals the bunion deformity, 
can be worn unnoticeably in 
any shoe and provides instant 
relief by protecting the bunion 
from shoe pressure. 


’ 4 | 
r 3 


BEFORE AFTER 


Dr. Scholl’s 
WALK STRATES 
prevent runover heels by prop- 
erly distributing the body's 
weight. Many a customer will 
appreciate your recommending 
them. 


R FLAT FOOT 


A pair of Dr. Scholl's 
Foot Eazers or Arch Sup- 
ports (individually fitted 
and adjustable) are posi- 
tively necessary when 
your customer's feet in- 
dicate this condition. We 
ive you a thorough 
nowledge of foot 
troubles and how to pro- 
vide relief and to do a 
scientific shoe fitting job. 





Co 


The MIND buys oftener than the EYE! 


jy HEN men of all ages and 

walks of life began to sac- 
rifice their accustomed, well- 
tailored suits in summer weather 
in favor of loosely hanging, cool, 
comfortable clothes, 1t needed no 
prophet to predict a real welcome 
for a shoe leather as easy to wear 
and as cool as a tropical suit. 


Scientific tests proved that white, 
as a color in leather, is from 5 to 
12 degrees cooler on the foot than 
dark shades. Also that goatskin 
is the coolest of all white leathers; 
and although lightest in actual 
wetght, it has more than twice the 
pull resistance of buckskin and 
as much as calf. Therefore, you 
can depend upon goatskin shoes 
holding their shape. 


Goatskin shoes are self-ventilat- 
ing through countless hair-cells 
and pores visible in the leather. 


Warhalle 


WHITE evor 
GOAT 


Leading manufacturers are now 


showing white LEVOR goatskin 


shoes in all models favored by ~ 


well-groomed men of all ages. 
If you are interested in seeing 
these white goatskin shoes, please 
let us know the retail range in 
which you are most successful. 


REFORE you look at a picture of white goatskin 

shoes, let your mind dwell on these selling 
features of the new, sensible summer shoes 
for men— 


... they reduce the temperature inside the shoe by 
fully six degrees. 


. require no blistering, painful “breaking-in” 


... take six to ten ounces’ weight off the tenderest 
part of the foot. 


. successfully. introduced last summer by some of 
the finest men’s shops in the country and sold out to 
the very last pair. 


. no upkeep cost necessary to keep them immacu- 
lately white, if made of LEVOR goatskin. 


. saves your customer the price of another pair of 
shoes by eliminating the need of constant white- 
washing. 


... @any time ...any place... there's a smudge on 
white LEVOR goatskin shoes, a man need only 
dampen any cloth and rub the spot freshly clean. 


G. LEVOR & CO., INc. 


Tanners Over 58 Years 
"THE WHITEST WHITES" 


New York 


Gloversville 
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PREMIER SHOE CO. 


makes this 
smart opera pump of 


COLONIAL PATENT 


To RETAIL aT $10 


This crisp opera pump is a fine example of turn 
shoemaking. The final result is a tribute to the skill 
of the men who made it and the materials used. 
When exceptional results are desired, Colonial Patent 
is specified for its dependability—superior working 


and wearing qualities. . . . . .. - 





12. Sheth epee 


COLONIAL TANNING COMPANY 


BOSTON 
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Salable ve Oe i ae 4 


Queen Quality shoes are salable as well as smart. They 

fit splendidly and easily, enable your sales to be made 
plendidly y y 

quickly, and insure repeat business. 


Progressive merchants throughout the nation have 
found to their profit that Queen Quality's comprehen- 
sive and continuous advertising has created tremendous 
selling force for these fine shoes. 


If you would like to know what featuring Queen 
Quality shoes in your city would mean to you, 
write for details. 


aleadilecdk 
Sevvice 


The Janice pattern 
stocked in Marine 
Blue, Paris Grey and 
Dull Black Kid is only 
one of a variety of 
fast selling styles im- 
mediately available. 


A special folder fea- 
turing Queen Qual- 
ity Blue Kid shoes 
will be sent upon re- 
quest. 


WRITE FOR COMPLETE CATALOG OF IN-STOCK STYLES 


QUEEN QUALITY SHOE COMPANY »~ ST. LOUIS, MO. 


Branch of International Shoe Company 
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. LORSHEIM _/., ( cailitiaaall hes 


**Cool as beach sandals’’— 


“comfortable as house slip- 


pers’’—‘“‘your feet feel 20° 


cooler inside’’—that’s what 
men say who wear Florsheim 
Ventilated Shoes. The amaz- 
ing success of ventilated shoes 
last summer indicates an even 
greater demand for this type of 
footwear this coming season. 
The Florsheim IN stock depart- 
ment has anticipated this de- 
mand with a large variety of 
new attractive ventilated pat- 
terns for immediate delivery. 
Backed by a program of na- 
tional advertising, Florsheim 
dealers will have the oppor- 


tunity of selling those extra | 4 
Peg Lda 


pairs that mean so much to the 


profit of a business. Write for 
a catalogue showing the com- In S to ck At left, THE WYNN, S-533, in Black 
i é ; Calf. Center, Tue Ecuipse, S-528, 
plete line-up of Florsheim in Two Tone Kleenit Calf. At right, 
Tue Ecurpse, 8-531, in Black Calf. 


Summer styles. 
TO RETAIL AT $ re MOST STYLES 
Some Styles $10 


The FLORSHEIM S/oe 


THE FLORSHEIM SHOE COMPANY, Manufacturers 
Chicago 


When writing advertisers please mention Boot and Shoe Recorder 
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